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#  That  is  the  number  of  educational 
booklets  and  other  pieces  of  literature 
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No.  158  Jacuum  Closing 
Machine  for  round  cans. 


The  Canners’  Convention  Machinery  Exhibit  is  being 
omitted  this  year  but  we  will  show  more  new  machines 
than  ever  before  at  our  Plant,  which  is  located  only  two 
miles  from  the  Stevens — we  invite  you  to  inspect  them. 

NOTE  THESE  1939  HIGH-LIGHTS: 

The  No.  300  High-Speed  Lockseamer,  in  full  operation,  equipped 
with  electric-heated  solder  pot,  motor-driven  wiper  and  many  other  new 
features. 

The  No.  311  Gallon  High-Speed  Lockseamer  and  Soldering  Device 
are  new  and  being  shown  for  the  first  time. 

The  New  No.  145  Closing  Machine  for  Gallon  and  Five-Quart  Cans, 
equipped  with  Heavy  Duty  Marker. 

Other  modern  machines,  all  operating,  include: 

190  Duplex  Trimmer  and  Slitter  with  Dexter  Sheet  Feeder 
244  Scroll  Shear  with  Ten-Package  Lifter 
226  Vacuum  Closing  Machine 
176  Die-Liner 
51  Rotary  Double  Seamer 
307  Air  Tester  with  new  1939  features 

Visit  our  Booth  at  the  Stevens  and  obtain 
Yellow  Cab  coupons  for  free  transportation  to 
and  from  our  Plant. 


CAN  MACHINERY  CO. 

140  NORTH  ASHLAND  AVENUE 

CHICAGO  ILLINOIS  1 
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Will  you  take  a  chance 


^rowerJ 

MAIN  OFFICE  WAREHOUSE 
MILFORD,  CONN.,  U.S.A 


TOLEDO.  OHIO 
SACRAMENTO.  CAUF. 


ATLANTA.  GA. 
MIRCEDES.TEXAS 


Branchea  and  ahipping  pointa:  Sacramento,  Calif.; 

Toledo,  Ohio:  Mercedes,  Tex.;  Basin,  Wyo. 


Rocky  Ford,  Colo.,  Atlanta,  Ga.; 
Bellerose,  L.  I.  N.  Y.  and  others. 


PHILLIPS  CAN  COMPANY 

.^anufaciu  ren  of  ^acke  n  Sanitary  Cans 


. .  Q)iviiion  of  ike  . . 

PHILLIPS  PACKIIVG  COMPANY,  Inc. 

'T^ickers  of  J^killips  Delicious  Qualitif  Cannet)  ^jfoo^s 

CAMBRIDGE  •  MARYLAND,  U.S.A. 
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When  you  hove  a 
Conning  Problem 


■  Whatever  your  problem,  Continental,  with  its 
tremendous  resources,  offers  every  facility  for 
greater  service  .  .  .  cans  of  highest  quality,  plain 
or  enamel-lined,  the  result  of  33  years  of  long  and 
intensive  development  and  research — aid  in  all 
canning  problems  thru  progressive  research — 
many  different  styles,  sizes  and  speeds  of  efficient 
closing  machines — and  unusually  prompt  ship¬ 


ments  from  modern  plants  conveniently  located 
from  Coast  to  Coast. 

Looking  after  yovu-  interests  is  a  group  of  men 
long  experienced  in  the  Industry,  well  prepared  to 
give  you  sound,  practical  advice  and  assistance. 

When  you  have  a  problem — write,  phone  or  wire 
Continental.  We’ll  come  to  your  aid  immediately. 


CONTINENTAL  CAN  COMPANY 


NEW  YORK  .  CHICAGO  •  SAN  FRANCISCO  •  MONTREAL  •  TORONTO  •  HAVANA 
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EDITORIALS 


Backbone  needed — it  is  just  too  bad  that  we 
cannot  join  this  Defeatist  Chorus  (the  Sob  Sisters), 
over  the  prospects  for  canned  foods,  and  for  this 
industry  in  general  this  season.  Guess  we  have  lived 
too  long  and  have  seen  too  much  of  this ;  but  certainly 
we  did  not  count  upon  seeing  the  total  canned  foods 
packs  reach  the  size  they  did,  and  of  the  quality  they 
are,  in  1938  packs,  that  is  not  so  soon.  Our  fondest 
hopes  pictured  them  in  such  position  about  ten  years 
from  now,  and  steadily  mounting  every  year  thereafter. 
There  are  a  lot  of  not  so  young  men  living  now  who 
will  see  the  time  when  packs  of  50  million  cases  of 
canned  peas,  50  million  cases  of  canned  corn,  and  of 
tomatoes,  and  proportionate  packs  of  all  else  in  canned 
foods,  will  be  the  rule  not  the  exception ;  and  the  goods 
will  be  sold  in  those  days  at  fair  profits  to  the  canners. 

Let  them  bring  on  their  frozen  foods,  their  wax- 
coated  fresh  fruits  and  vegetables  and  what  not,  prop¬ 
erly  packed  to  give  the  quality  which  people  have  a 
right  to  expect,  and  then  if  really  sold,  canned  foods 
will  continue  to  march  far  ahead  of  the  procession. 
And  they  ought  to  be  profitable  right  now  and  they 
would  be  despite  all  the  howls  of  the  defeatists,  if  can¬ 
ners,  as  producers,  knew  even  the  crudest  rudiments  of 
selling  their  outputs.  The  canners  have  been  “buf¬ 
faloed”,  “stampeded”,  hornswoggled  by  the  buyers, 
helped  on  by  the  squawkers  of  evil;  but  the  canners 
have  learned  a  lot,  and  are  learning  fast. 

We  can’t  sing  the  “blues”  because  “we  feel  it  in  our 
bones”  that  by  the  end  of  March  canned  foods  stocks 
will  have  been  reduced  so  low  that  prices  will  be  forced 
up,  despite  the  squawks,  and  canners  will  be  anxious 
to  can  heavily  again  in  1939.  But  they  had  better  not 
can  unless  they  duplicate  the  quality  of  ’38,  and  unless 
they  have  perfected  plans  to  sell  the  goods — actually 
sell  them,  and  not  sit  still  and  allow  the  goods  to  be 
talon  away  from  them!  If  they  intend  to  play  the 
game  in  that  ancient  way  they  better  not  can  at  all; 
not  on  reduced  acreage  or  anything  else.  The  buyers 
ha\>3  learned  how  to  play  them  for  suckers,  be  the  packs 
larre  or  small,  and  the  canner  must  meet  this  game  or 
go  mder.  And  they  are  not  going  under. 

1  ’  CAN  BE  DONE — The  big  canners  have  not  been 
sell  ng  their  goods  at  the  cost  or  less  prices  generally 
hea  d ;  they  have  had  salesmen  on  the  road,  or  brokers 
wh'  have  salesmen  actually  selling  the  goods,  not 
meiely  taking  orders  at  the  market  or  less.  And  you 
will  not  find  the  Buying  Broker  on  their  lists,  nor  the 
con  nission-hungry  brokers  who  solicit  offers  from 
buy  rs  at  low  prices,  and  then  induce  some  canners 
to  f.il  such  orders.  And  there  are  others. 

I  3re  is  a  letter  just  in  from  one  of  our  readers,  and 
we  >  ope  they  will  not  object  to  our  quoting  them,  which 
we  io  as  a  stimulus  to  others; 


ARGYLE  CANNING  CO-OPERATIVE 

Packers:  Beets,  Carrots,  Pumpkin,  Stringless 
Beans,  Sweet  Cider. 

Argyle,  Wisconsin 

The  Canning  Trade,  January  11,  1939. 

Gentlemen : 

In  your  issue  of  January  9th,  some  BIRD  from 
Fowler,  Indiana,  has  the  temerity  to  tell  the  world 
that  there  are  TOO  MANY  FARMERS  IN  THE 
CANNING  BUSINESS.  I  refer  to  the  paragraph 
where  he  quotes:  “A  farmer  is  one  who  lets  go 
what  he  has  for  what  it  will  bring.”  For  the  bene¬ 
fit  of  this  writer  I  wish  to  state  that  it  is  people 
like  him  that  is  making  the  canning  business 
tough. 

We  are  a  co-operative  composed  of  farmers,  and 
are  conducting  a  business  such  as  the  above  writer 
would  like  to  see.  We  have  a  warehouse  prac¬ 
tically  full  of  canned  foods  (and  right  here  a  lot 
of  you  might  note  with  profit  that  he  speaks  of 
CANNED  FOODS,  not  canned  goods!  Editor) 
that  we  will  NOT  dump  at  a  loss.  If  some  of  these 
babies  that  have  such  good  advice  for  others 
would  only  live  up  to  their  own  preachings,  the 
canning  business  would  not  be  in  the  condition  it 
is.  It  seems  to  me  that  some  of  the  Indiana  quota¬ 
tions  on  foods  were  not  so  hot.  And  people  who 
live  in  glass  houses,  better  pull  the  blinds  down. 

Yours  truly, 

C.  A.  LaVassor,  Sec.-Treas. 
The  nub  of  the  above  argument  is  that  they  have 
put  a  price  upon  their  goods — doubtless  a  sensible,  fair 
price — and  if  the  buyers  want  them  they  must  meet  it, 
or  they  do  not  get  the  Co-op’s  goods.  Another  such 
co-op.,  this  time  out  in  California,  in  the  face  of  what 
seemed  an  avalanche  of  canned  peaches,  decided  to  can 
the  crops  of  their  members,  got  financial  help,  and 
made  the  pack,  adding  about  two  and  one-half  million 
cases  to  the  total — ^to  the  terror  of  all  other  canners. 
But  they  decided  their  peaches  would  not  be  dumped, 
and  would  bring  their  prices,  or  they  would  not  be 
sold.  The  action  put  heart  into  all  the  others,  prices 
have  improved  for  all,  and  the  movement  has  been 
phenominal. 

That  is  the  whole  prescription,  the  remedy  for  the 
canners’  troubles.  The  canners  must  sell  their  own 
goods,  that  is  put  a  definite  price  on  them,  and  make 
their  agents  understand  that.  In  other  words,  stick 
for  the  price,  as  does  everyone  else  in  commercial  life, 
and  not  be  swayed  out  of  it  through  the  sale — or 
generally  the  “reported”  sale — of  some  controlled  can- 

CONVENTIONITES — Don’t  forget  the  hand  that  is 
feeding  you — ask  for  quality  canned  foods  when 
ordering  meals,  wherever  you  are. 
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ner,  some  little  tail  that  has  always  been  able  to  wag 
the  dog.  Other  industries  have  these  little  disturbers, 
but  they  are  not  allowed  to  run  the  whole  business. 

Price  your  goods  to  move  them ;  carefully  select  your 
brokers  or  representatives  and  compel  them  to  obey 
your  orders;  but  if  you  do  not  price  your  goods  why 
expect  any  other  disinterested  person  (except  for  the 
amount  of  the  brokerage  or  commission)  to  do  so,  and 
with  your  interest  in  mind?  It  is  the  small  and 
medium-sized  canners  who  suffer  in  these  price  de¬ 
bacles,  and  all  from  their  own  fault.  They  do  not 
realize  the  strength  of  their  own  position.  Canned 
foods  are  an  absolute  necessity  first  to  the  consuming 
public,  then  to  the  retail  grocer,  and  then  per  force, 
to  the  wholesaler  or  distributor.  And  good  canned 
foods  ought  always  to  bear  full  cost  and  a  fair  profit, 
because  of  the  service  they  render. 

We  have  harped  on  this  subject  until  maybe  you  are 
tired  of  it,  and  we  are  too;  but  it  is  nothing  short  of 
a  crime  that  this  past  year’s  splendid  quality  canned 
foods  should  be  marketed  at  a  loss  to  the  producers.  It 
is  to  be  hoped  that  courage  will  seep  into  their  systems, 
and  that  they  will  finally  price  the  goods  at  a  profit, 
and  earn  something  on  what  goods  are  left. 

Some  of  you  may  say,  “Well,  we  can’t  get  the  price,” 
and  it  is  a  cinch  you  can’t  if  you  do  not  demand  it. 
Others  will  say,  “there  are  too  many  goods.” 

Out  in  California  where  they  believe  in  knowing 
what  they  are  doing,  and  accordingly  are  not  afraid 
to  compile,  and  to  publish,  statistics — and  where  it 
might  be  added  they  have  learned  that  the  truth  is 
always  best  paying,  or  in  other  words,  that  to 
camoufiage  the  real  figures  only  brings*  distrust  and 
resulting  lower  prices — they  have  just  issued  some 
statistics.  Here  they  are,  arranged  in  a  manner  that 
permits  easy  comparison; 

Stocks  Shipments 

January  1st,  1939  6  1/38  to  1/1/39 


Apricots  .  1,508,999  2,342,684 

Cherries  .  80,152  250,894 

Pears  .  868,845  1,124,308 

Free  Peaches  ....  486,998  324,256 

Cling  Peaches....  6,970,101  8,053,435 

Salads  .  444,824  752,736 

Cocktail  .  1,411,724  1,856,351 


The  answer  is:  if  they  have  done  this  well  in  ship¬ 
ments  from  June  1st  to  January  1st,  what  is  to  stop 
them  from  January  1st  to  June  1st,  always  remember¬ 
ing  that  this  latter  period  is  the  heavy  canned  foods 
consumption  one. 

So  there  is  every  reason  for  better  prices  on  all 
canned  foods,  if  you  will  only  ask  them,  and  stick  for 
the  price. 

• 

GET  IN  AND  FIGHT 

—  FLASH  — 

A  place  to  begin  this  Campaign  is  right  at  Chicago  during 
the  Convention.  Insist  on  Canned  Foods  at  every  hotel  and 
restaurant  at  which  you  dine. 

“A  CAN  A  DAY  WILL  DO  IT.” 

January  18,  1939. 

Mr.  Arthur  Judge, 

The  Canning  Trade, 


Dear  Mr.  Judge: 

My  letter  of  December  4th  brought  many  gratifying 
responses.  These  responses  offered  convincing  proof  of  t)ie 
strength  and  stability  of  our  Association. 

Some  of  these  letters  suggested  that  some  action  should 
be  taken  by  our  Association  to  substantially  demonstrate  to 
the  canners  our  interest  in  their  problems.  We  are  ad¬ 
mittedly  interested.  After  all,  our  bread  is  buttered  only 
if  the  canners  are  prosperous.  Apparently,  the  large  packs 
of  1938  produced  almost  ruinous  surpluses.  But  did  they? 

Do  you  know  that  if  each  family  in  the  United  States 
would  serve  just  one  can  of  food  each  day  from  now  until 
June  1st,  every  canning  warehouse  would  be  bare,  empty 
by  that  date?  (Get  out  your  pencil  and  you  will  find  this  is 
substantially  correct.)  Is  one  can  per  family  per  day  too 
much  to  ask?  No!  Too  much  perhaps  to  expect — ^but  not 
if  canned  foods  were  properly  sold. 

This  Association  can  not  embark  on  any  expensive  adver¬ 
tising  campaign  to  promote  the  sale  of  canned  foods.  It 
can,  however,  help  to  bring  the  canners  back  to  prosperity 
through  cooperative  whole-hearted  interest. 

Acting  upon  this  basic  idea,  we  have  prepared  a  plan 
which,  if  properly  supported  by  our  membership,  will,  we 
believe,  be  a  real  help.  It  may  even  supply  the  spark  needed 
to  start  a  real  result-getting-consumer-campaign.  It  will 
at  least  show  our  canner  friends  that  we  are  genuinely 
concerned  with  their  problems  and  sincerely  interested  in 
their  welfare.  “A  Can  A  Day  Will  Do  It.”  I  cannot  give 
you  the  whole  campaign  in  a  letter.  Take  my  word  for  it 
that  our  Publicity  Committee  has  again  done  a  good  job. 
Briefly,  here  it  is: 

First:  Every  member  of  your  organization  attending  the 
Convention  will  receive  a  two-inch  button  bearing  the  legend 
“A  Can  A  Day  Will  Do  It.” 

Please  wear  yours  and  see  that  your  representatives  wear 
theirs. 

Second:  Every  Canner  will  be  given  a  similar  button, 
slightly  smaller,  when  he  registers. 

Third:  These  same  buttons  will  be  presented  to  all 
Brokers  and  Distributors  as  they  register. 

Fourth:  Every  Yellow  and  Checker  Cab  will  carry  a 
display  card  reading  “WELCOME  CANNERS,”  “Miracle 
Workers  in  Foods,”  “A  Can  A  Day  Will  Do  It.” 

Fifth:  Posters  telling  the  story  will  be  placed  over  each 
registration  desk.  Posters  will  appear  in  the  Exhibit  Halls 
and  on  each  floor  of  the  Stevens.  New  Messages  will  go  to 
the  Canners  each  day  telling  the  story  in  a  different  way 
and  one  of  these  messages  will  read: 

“WILL  YOU  JOIN  THE  ARMY?” 

“The  more  than  seventy  thousand  employees  and 
officers  of  the  membership  of  the  Canning  Machinery 
and  Supplies  Association  have  enlisted  to  spread  the 
idea  of  each  family  serving  at  least  one  can  of  food 
each  day. 

We  are  confident  that  Canners,  Brokers,  Distributors 
and  Retailers  will  join  us  in  telling  the  great  American 
public  how  good  can  foods  are  and  how  economical  they 
are  at  today’s  low  prices.  Warehouses  can  be  emptied 
by  June  1,  1939.” 

The  whole  idea  of  this  publicity  is  perhaps  psychological. 
If  each  of  us  will  instruct  our  representatives  at  Chit  igo 
to  give  this  campaign  whole-hearted  support  in  their  con¬ 
versations  with  Canners  and  if,  beyond  that,  we  will  do  a 
conscientious  job  of  selling  every  one  we  contact  on  the 
excellence,  nutrition  and  economy  of  canned  foods,  I  hen 
we  will  have  helped  our  canner  friends — helped  ourselves, 
and  proven  our  interest  in  the  welfare  of  the  Can  :ing 
Industry. 

“It  Can  Be  Done.”  Wear  the  buttons.  Get  every  on  a  to 
wear  them  and  boost  Canned  Foods.  Let’s  help  to  kill  Did 
Man  Overproduction  Gloom.  We  have  the  jump  on  all 
other  organizations  associated  with  Canned  Foods,  net’s 
put  this  over.  “It  Can  Be  Done.”  It’s  fun  to  be  a  bo  ';ter 
and  it  pays.  “A  Can  A  Day  Will  Do  It.”  Let’s  boost. 

Yours  truly, 

W.  E.  NICHOLOY,  Preside-t, 
Canning  Machinery  &  Supplies  Assn. 


January  23, 1939 
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THE  FUNDAMENTAL  PROBLEM  of  the 
PEA  CANNING  INDUSTRY 


A  Letter  From  Your  Committee  on  Economics 

January  14,  1939. 

To  Pea  Canners : 

Subject:  Our  Fundamental  Economic  Problem. 

INITIAL  EFFORT — The  initial  work  of  industry 
members,  Directors  and  Management  of  the  Canned 
Pea  Marketing  Cooperative  has  been  devoted  to  deal¬ 
ing  with  an  emergency. 

The  full  force  of  the  merchandising  campaign  is 
being  directed  toward  moving  the  present  surplus  into 
consumption. 

These  initial  efforts  are  being  supported  by  price  re¬ 
porting  to  substitute  facts  for  rumors  regarding  prices, 
and  by  an  RFC  loan  program  to  provide  needed  funds 
for  growers  and  canners. 

PROGRESS — The  merchandising  campaign  is  now 
fully  under  way. 

Price  reporting  has  been  a  successful  program  for 
the  past  three  months. 

The  RFC  has  given  preliminary  approval  to  a 
$7,500,000  loan. 

The  servicing  of  this  loan  has  been  financed  and  the 
Executive  Committee  and  counsel  are  now  working 
out  final  plans  with  a  view  to  making  these  funds  avail¬ 
able  at  an  early  date  to  canners  who  wish  to  employ 
them. 

THE  ECONOMIC  POSITION  OF  THE  INDUSTRY 
AND  ITS  MEMBERS — The  appropriate  time  has  now 
come  for  the  industry  to  take  stock  of  its  present 
economic  and  statistical  position.  Also  for  each  can- 
ner  to  carefully  consider  his  own  statistical  position  and 
his  business  problem  in  relation  to  that  position. 


REVIEW  OF  PAST  31/2  YEARS— We  therefore  pre¬ 
sent  below  a  review  of  the  canned  pea  shipments  for 
the  past  31/^  years. 


Sel  ing  Season 

1935-36 

1936-37 

Jui-e  to  December  1st . 

.  13,729,787 

11,482,085 

December  1st  to  May  31st . 

6,639,155 

6,114,669 

20,368,942 

17,596,754 

Selling  Season 

1937-38 

1938-39 

Jura  to  December  1st . 

.  12,611,270 

12,485,691 

De  ember  1st  to  May  31st... 

.  7,495,092 

? 

20,106,362* 

'  Exclusive  of  sales  to  Federal  Surplus  Commodity 
Coi  p.,  of  861,018  cases. 


HAT’S  YOUR  GUESS?— Thoughful  students  of 
the  industry  are  pointing  out  that  even  at  prevailing 
low  prices  shipments  for  the  first  half  of  the  1938-39 


selling  season  have  been  less  than  the  average  of  the 
past  three  years.  What  do  you  think  w'e  should  guess 
that  the  movement  will  be  for  the  next  six  months — 
December  1938  through  May  1939? 

SOME  ANALYSTS  FIGURE  IT  THIS  WAY— It  has 
been  estimated  that  wholesale  distributors’  stocks  are 
8  per  cent  less  than  a  year  ago.  Department  of  Com¬ 
merce  figures  on  wholesalers’  stocks  indicate  that  these 
stocks  normally  are  about  2,000,000  cases.  Eight  per 
cent  of  that  is  160,000  cases. 

No  doubt  retailers’  stocks  are  low.  No  figures  are 
available  there.  However,  there  are  supposed  to  be 
about  500,000  retail  grocery  establishments  in  the 
country,  big  and  little.  Of  that  number,  about  10  per 
cent  are  chain  stores,  and  would  you  say  about  that 
many  more  are  good-sized  grocers?  That  would  leave 
a  lot  of  “hole-in-the-wall”  places  and  small  stores.  If 
you  assume  four  cases  of  peas  as  an  average  stock  in 
these  500,000  units,  you  would  have  2,000,000  cases. 
If  these  are  40  per  cent  low,  that’s  800,000  cases. 

YOU  PROBABLY  HAVE  CONSIDERED  THESE 
POINTS — You  are  probably  not  banking  too  strongly 
then  on  the  present  shrinkage  of  distributors’  stocks — 
wholesale  and  retail.  Furthermore,  until  the  statistical 
position  of  canned  foods  changes  materially  you  prob¬ 
ably  will  not  assume  that  distributors  are  going  to  be 
in  a  hurry  to  build  up  their  stocks  again. 

Various  forecasters  have  guessed  that  the  extra 
movement  of  peas  from  canners’  hands  due  to  the 
merchandising  campaign  will  be  from  1,500,000  cases 
to  2,000,000  cases.  If  you  assume  2,000,000  cases,  that 
would  be  71/^  cents  a  case  against  the  canners’  fund  of 
$150,000 — quite  a  low  per-case  cost  for  moving  this 
additional  quantity  of  peas. 

Say  also  that  distributors  pick  up  enough  confidence 
to  build  up  their  supplies  another  500,000  cases. 

The  average  of  total  shipments  for  the  last  half  of 
the  1935-36  and  1937-38  selling  seasons — best  two  of 
the  past  three  seasons — is  approximately  7,000,000 
cases.  If  you  forecast  7,000,000  cases  as  a  normal 
movement  for  the  last  half  of  the  present  season,  and 
if  you  then  add  an  estimated  2,000,000  cases  extra 
from  the  merchandising  drive  plus  500,000  for  build¬ 
ing  up  distributors’  stocks,  that  would  give  you  9,500,- 
000  cases  for  the  period  December  1,  1938,  to  May  31, 
1939. 

Then  if  you  add  this  estimated  91/2  million  cases  to 
the  121/^  million  already  shipped  to  December  1,  1938, 
you  will  have  a  total  of  22  million  cases. 

CARRYOVER — If  you  deduct  this  22  million  cases 
from  30  million  cases  total  supply  for  this  season  you 
would  then  have  an  indicated  carryover  of  8,000,000 
cases. 
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Conceivably  the  merchandising  campaign  may  move 
more  peas  than  the  more  optimistic  of  the  two  figures 
indicated  above.  Maybe  distributors  will  stock  up  a 
little  more.  Your  guess  is  as  good  as  any. 

Considerable  opinion  in  the  industry  is  to  the  effect 
that  we  should  recognize  that  canners  holding  impor¬ 
tant  quantities  of  peas  have  now  consolidated  their 
positions  to  enable  them  to  hold  for  better  markets; 
also  that  many  canners  heretofore  having  difficulty  in 
holding  inventories  will  now  be  able  to  make  appropri¬ 
ate  financial  arrangements  through  the  RFC  so  that 
they  can  sell  in  an  orderly  manner  through  June,  1940. 

It  is  predicted  in  some  quarters  that  the  effect  of 
these  influences  upon  movement  for  the  period  ahead 
will  be  toward  elimination  of  forced  selling  and  con¬ 
sequently  toward  a  larger  carryover. 

CAREFUL  CONSIDERATION  ESSENTIAL— 
Whatever  may  be  your  own  estimates  and  your  own 
appraisals  of  these  influences,  it  is  generally  acknowl¬ 
edged  that  the  statistical  position  of  the  industry  and 
its  individual  members  calls  for  most  careful  con¬ 
sideration  on  the  part  of  pea  canners  throughout  the 
nation. 

ENLARGED  ACTIVITY  — For  this  reason  the 
activities  of  the  Cooperative  have  been  enlarged  and 
our  Management  have  been  instructed  to  appoint  five 
regional  secretaries  who  plan  to  call  upon  every  pea 
canner  in  the  United  States  for  the  purpose  of  indi¬ 
vidual  discussion  regarding  the  economic  position  of 
our  industry  and  its  members ;  also  regarding  the  vari¬ 
ous  phases  of  the  Cooperative’s  activities. 

This  work  has  already  begun. 

THE  SOLUTION  IS  IN  YOUR  HANDS— Finally, 
of  course,  the  solution  of  the  industry’s  problems  lies 
in  the  hands  of  the  individual  canners.  Constructive 
aggregate  performance  for  the  industry,  of  necessity 
can  be  achieved  only  as  a  result  of  sound  decisions  and 
planning  by  the  managements  of  individual  concerns 
that  make  up  the  industry.  Moreover,  as  every  one 
realizes,  for  legal  reasons,  relief  can  come  to  individual 
canners  only  by  individual  action  and  not  by  agreement 
among  industry  members. 

PROGRAM  TO  “POINT-UP”  THINKING  AP¬ 
PROVED — It  is  for  these  reasons  that  this  committee 
has  recommended,  and  your  Board  has  approved,  the 
program  under  which  members  of  Stevenson,  Jordan 
&  Harrison,  our  management  organization,  plan  to  call 
on  and  discuss  this  whole  subject  with  each  canner 
who  is  interested — and  we  are  confident  all  will  be. 

Other  important  phases  of  the  work  of  the  Coopera¬ 
tive  which  will  receive  active  attention  in  this  field 
work  will  be :  enlargement  of  membership,  exchange  of 
views  regarding  the  merchandising  program,  and  ex¬ 
tension  of  the  price  reporting  service. 

YOUR  OPINION  NEEDED  —  Representatives  of 
Stevenson,  Jordan  &  Harrison  will  first  of  all  seek  the 
opinion  of  each  canner  regarding  the  problems  of  the 
industry.  We  expect  that  then  discussion  and  analysis 
of  the  whole  subject  will  follow. 

In  the  forthcoming  talks  with  these  Regional  Secre¬ 
taries  the  members  of  this  committee  and  of  your 
Board  plan  to  discuss  very  candidly  their  own  statis¬ 
tical  facts  in  regard  to  pack  and  sales  for  the  last 


several  years.  Comparisons  will  be  made  of  their  own 
individual  experience  with  the  experience  of  the  in¬ 
dustry  as  a  whole. 

DISCUSSIONS  ARE  CONFIDENTIAL— We  feel 
perfectly  free  in  having  these  confidential  discussions 
with  the  Regional  Secretaries  because  Stevenson, 
Jordan  &  Harrison,  as  Management  Engineers,  are 
bound  by  the  ethics  of  their  profession  to  keep  in 
strict  confidence  all  of  the  intimate  facts  which  come 
to  their  attention  regarding  the  affairs  of  each  indi¬ 
vidual  concern.  And  most  of  you  already  know  that 
115  canners  have  now  been  reporting  to  Stevenson, 
Jordan  &  Harrison  for  the  last  several  months  their 
confidential  facts  regarding  prices  and  shipments. 

We  have  no  doubt  that  the  members  of  the  industry 
generally  will  want  to  have  such  confidential  discussion 
with  the  Regional  Secretaries. 

Your  analysis  and  opinions  will  be  received  with  keen 
interest  by  the  representatives  of  the  Management. 
Out  of  this  thought  and  discussion,  we  hope  and  believe 
will  come  better  informed  and  more  intelligent  think¬ 
ing  regarding  the  problems  of  the  industry  on  the  part 
of  individual  canners. 

We  want  to  take  this  opportunity  to  thank  you  in 
advance  for  discussing  your  problems  with  our 
Regional  Secretaries. 

Very  truly  yours, 

COMMITTEE  ON  ECONOMICS, 

Ralph  Dulany,  Chairman,  F.  Lowden  Jones 
Herbert  J.  Barnes  W.  L.  McEldowney 

F.  E.  Brewer  B.  C.  Olney 

W.  F.  Christel  Carl  Scudder 

E.  B.  Cosgrove  N.  0.  Sorensen 

[Editor’s  Note — It  would  be  presumptuous  on  our  part  to  dare 
to  question  the  findings  of  as  eminent  a  committee  as  the  above 
most  certainly  is,  or  those  of  their  famous  sales  experts  handling 
this  matter.  And  we  have  no  intentions  of  doing  so.  This  is 
surely  the  most  business-like  approach  to  a  settlement  of  can¬ 
ners’  difficulties  on  record,  and  we  hail  the  day  that  sees  its 
development.  May  it  blossom  and  grow  in  every  item  of  canned 
foods  until  orderly  consideration  and  sensible  marketing  become 
the  practice  of  every  canner,  and  in  every  item  of  canned  foods. 

It  is  not  a  hopeful  picture  which  leaves  approximately 
8,000,000  cases  of  canned  peas  as  the  carry  over  into  the  1939 
pea  canning  season.  But  to  us  there  seems  very  definite  hope  in 
the  figures  given,  under  “Selling  season”  ’38-’39,  June  '38  to 
December  1st,  12,485,691  cases.  If  the  understanding  of  the 
market,  and  the  reports  of  numerous  canners  and  buyers,  are 
anywhere  nearly  true,  mighty  few  of  these  12%  million  cases 
were  sold  as  “futures”  and  taken  in  (shipped).  They  wtre  in 
effect  all  spots,  and  all  upon  hurry-up  delivery,  and  so  w .  nt  to 
fill  holes  in  buyers’  stocks,  and  in  retailers’  as  well.  In  i  ■  rmer 
years,  with  which  the  figures  are  compared,  and  the  argu  nents 
based,  this  was  far  from  being  the  case,  as  everyone  ’  nows. 
Then  the  holdings  of  the  distributors  were  a  puzzle  h.vid  to 
solve;  but  not  in  this  case,  not  as  regards  “38-39”  ship;  lents. 
They  were  shipped  and  they  have  gone. 

The  question  then  arises,  if  the  market  could  take  ar  ’  con¬ 
sume  12%  million  cases  from  June  1st  to  December  Is  (and 
it  did,  plus  all  previous  carry  overs  in  distributors’  hand  >,  and 
remembering  that  that  period  covers  the  very  time  wher  fresh 
vegetables  of  all  kinds  are  plentiful,  and  used  out  oi.  home 
gardens,  too,  will  not  the  market  demand,  and  have  much 
heavier  supplies  during  the  winter  months  (December  1st,'  to  the 
beginning  of  next  fresh  vegetable  season,  (May  31st)  ?  ^  nd  we 
say  nothing  about  the  definitely  heavier  popular  consu 'iption, 
especially  under  the  improved  quality  and  the  much  lower  nrices. 

We  just  wish  to  record  the  thought  that  there  is  a  big  surprise 
waiting  pea  canners,  and  all  canners.  Editor.] 
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For  Greater  Production 
and  Higher  Quality- 


KYLER 

LABELERS 


They  have  everything  with  half  the  parts' 


WESTMINSTER  MACHINE  WORKS 

Labeling  and  Boxing  Machine  Manufacturers 
Westminster,  Maryland,  U.S.A. 


There^s  a  CRCO  Bean  Snipper  At  Any 
Price  You  Want  to  Pay 


CRCO  Snippers  for  green  and  yellow  wax  beans 
are  unquestioned  standard  in  the  packing  industry 
because  of  their  high-speed  production  of  a  quality 
pack.  You  will  find  a  complete  assortment  of 
snippers  available,  ranging  in  price  to  suit  all 
budget  requirements. 


The  E  xclusive  Shearing  Action  Will 
Produce  a  Higher  Quality  Product 


Only  CRCO  has  the  patented  shearing  knife 
which  makes  a  clean,  razor  cut  on  every  bean. 
No  crushed  ends — no  excessive  “bleeding” — just  a 
pack  that  every  broker  will  recognize  as  quality. 
Get  the  facts  about  CRCO  Snippers  today. 

Send  For  Special  Bulletin 


Componi/,  Incorporated 
NIOGOHtt  FRLLS,  N.V. 

SEATTLE,  WASH.  j 

COLUMBUS.  WIS.  i 

NIAGARA  FALLS,  CAN.  I 
A.  K.  Robins  &  Co.,  Inc.  ■ 

Baltimore,  Md.  V 

James  Q.  Leavitt  &  Co. 

Ogden,  Utah 
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RULES  OF  PROCEDURE  FOR  HEARINGS 
REQUIRED  UNDER  THE  FEDERAL  FOOD, 
DRUG,  AND  COSMETIC  ACT 

Washington,  D.  C,,  Jan.  14,  1939. 

EGRET  ARY  Henry  A.  Wallace  has  announced  the 
Rules  of  Procedure  for  Hearings  required  under 
the  Federal  Food,  Drug,  and  Cosmetic  Act. 

The  rules  set  forth,  among  other  things,  the  defini¬ 
tions  of  Hearing  Clerk  and  interested  person.  They 
also  set  forth  the  sections  of  the  statute  providing  for 
public  hearings,  to  which  these  rules  of  procedure 
apply.  The  rules  afford  reasonable  opportunity  for 
the  offering  of  evidence  by  all  interested  persons,  and 
require  their  appearance  be  noted  on  the  record. 

The  witnesses  are  to  be  sworn  or  to  make  affirma¬ 
tion.  Only  relevant  and  material  evidence  will  be 
received.  Affidavits  and  opinion  evidence  may  be 
admitted  under  certain  conditions.  All  persons  at  the 
hearing  must  conform  to  the  standards  of  ethical  con¬ 
duct  required  of  practitioners  before  the  Courts  of  the 
United  States.  Testimony  shall  be  reported  verbatim. 
Rules  for  the  presentation  of  exhibits  and  other  docu¬ 
mentary  evidence  have  been  provided.  The  rules  also 
provide  for  written  arguments  and  proposed  findings 
of  fact  by  interested  persons  after  the  close  of  the 
testimony. 

The  rules  also  provide  for  the  filing  of  the  transcript 
of  evidence  by  the  presiding  officer  with  the  Hearing 
Clerk. 

Provisions  are  also  made  for  the  filing  of  suggested 
findings  of  fact,  conclusions  and  order  of  the  presiding 
officer,  for  publication  thereof  in  the  Federal  Register, 
and  for  the  sending  by  registered  mail  of  a  copy  of  such 
Federal  Register  to  all  parties  of  record. 

The  Secretary,  upon  the  basis  of  the  record  submitted 
to  him  by  the  presiding  officer,  will  make  detailed  find¬ 
ings  of  fact,  and  issue  his  order  in  the  premises  and 
file  a  duplicate  copy  of  same  for  publication  in  the 
Federal  Register. 

Copies  of  the  rules  are  available  at  the  office  of  the 
Hearing  Clerk,  Office  of  the  Solicitor,  United  States 
Department  of  Agriculture,  and  in  the  Federal  Register 
of  January  13,  1939. 

• 

THE  WAGE-HOUR  LAW  HEARING 

By  the  Secretary  of  the  Wisconsin  Canners  Association 

The  hearing  before  the  Wage-Hour  Division  with 
respect  to  the  definition  of  “area  of  production,” 
held  in  Washington,  last  week,  lasted  for  several 
days  and  covered  a  wide  range — the  handling  of  fruit 
and  truck  crops  for  market  as  well  as  for  canning.  The 
administrator’s  representatives  who  presided  at  the 
hearing  indicated  that  the  present  definition  is  con¬ 
ceded  to  be  unsatisfactory. 

On  behalf  of  the  Wisconsin  Canners  Association, 
testimony  was  offered  relating  to  the  necessity  for 
exemption  from  the  maximum  hours  provision  for 
more  than  the  14  workweeks  allowed  by  Section  7(c). 
It  was  pointed  out  that  at  least  30  canneries  in  the 
state  normally  had  an  active  canning  season  for  perish¬ 
able  or  seasonal  fresh  fruits  or  vegetables,  in  excess 
of  14  weeks. 


The  special  orders  of  the  Wisconsin  Industrial  Com¬ 
mission  relating  to  the  hours  of  women  and  minors 
during  the  canning  seasons  of  the  various  crops  were 
cited  as  recognition  by  local  authorities  of  the  impos¬ 
sibility  of  operating  on  a  44  hour  basis  during  any 
week  of  active  canning. 

It  was  also  pointed  out  that  Wisconsin  canneries  in 
almost  every  instance  had  been  built  as  close  as  prac¬ 
ticable  to  the  place  where  the  vegetables  or  fruits  are 
grown,  so  as  to  reduce  time  from  harvest  to  processing 
to  a  minimum.  The  conclusion  therefore  followed  that 
if  Congress  intended  any  canning  factory  to  be  deemed 
“within  the  area  of  production,”  the  administrator’s 
definition  should  not  be  so  limited  as  to  exclude  these 
Wisconsin  canneries. 

It  is  expected  that  a  new  definition  will  be  issued,  if 
possible,  before  the  expiration  of  the  first  fourteen 
weeks  of  1939.  In  the  event  that  a  satisfactory  solution 
cannot  be  worked  out  on  the  basis  of  regulatory  defini¬ 
tion  it  is  likely  that  the  administrator  will  recommend 
to  Congress  such  amendments  to  the  law  as  are  found 
to  be  necessary. 

• 

WHAT  DO  YOU  WANT  TO  EAT? 
YOU’LL  FIND  IT  IN  A  CAN! 

From  Canned  Pea  Marketing  Cooperative 
AS  the  can  opener  become  the  symbol  of  the 
modern  American  kitchen?  Today  some  215 
different  kinds  of  edibles  are  available  in  cans, 
with  forty-six  varieties  of  vegetables  alone,  according 
to  a  survey  just  completed  by  the  Canned  Pea  Marketing 
Cooperative  to  determine  consumer  preferences  in  foods 
consumed  by  the  average  household.  Oddly  enough, 
the  country’s  most  popular  vegetable,  the  potato,  is  still 
marketed  in  its  natural  state,  although  its  cousin,  the 
sweet  potato,  has  an  acceptance  in  cans.  Beans,  peas 
and  corn  follow  the  potato  in  close  order  on  a  listing 
that  runs  from  hearts  of  artichokes  to  turnip  greens 
and  lentils. 

Close  on  the  heels  of  vegetables  numerically  are 
forty-one  tinned  specialties  ranging  from  evaporated 
milk  to  molasses  and  plum  puddings,  the  report  con¬ 
tinues.  Soups  are  third  on  the  general  list  with  thirty- 
seven  kinds,  closely  followed  by  canned  fruits  with 
thirty-three.  Twenty-seven  varieties  of  fish  and  shell¬ 
fish,  including  caviar  and  oysters,  nose  out  twenty-three 
types  of  canned  meat.  At  least  eight  ready-made 
entrees,  including  Hungarian  goulash  and  Irish  stew, 
are  on  the  market,  with  undoubtedly  more  to  come. 

Many  canned  items  are  sold  through  distributors, 
and  bear  the  distributors’  names  and  brands  instead  of 
the  canners’.  No  attempt  was  made,  therefore,  to 
classify  the  canned  food  market  on  the  basis  of  bi’ands 
and  trade  names.  In  the  canned  pea  industry  alone, 
there  are  over  300  canning  plants  in  eighteen  states, 
and  their  output  is  marketed  under  several  thousand 
different  labels. 

A  marketing  cooperative  representing  these  plants  is 
now  engaged  in  a  nationwide  sales  and  advertising 
campaign  to  move  1938’s  record-breaking  pea  pack. 
One  of  the  many  moves  being  employed  by  the.  pea 
canners  to  acquaint  the  public  with  the  high  quality 
and  low  price  of  this  season’s  crop  is  this  report  on  the 
entire  canned  food  industry. 


At  r  i  9  h  t,  Ldngsenkamp 
Hot-BreakTank  forTomato 
Juice.  Insures  maximum 
yield,  eliminates  enzymic 
action,  protects  vitamin 
values,  reduces  separation, 
improves  flavor.  Below, 
Hot-Break  for  puree  and 
catsup. 


#  For  a  jviice  of  the  finest  color  and  flavor;  juice  of  good  body  and  the  least 
separation;  produced  in  large  volume  at  a  cost  that  gives  assurance  of  profitable 
operation,  install  Langsenkamp  Hot-Break  Tanks,  Indiana  Model  "A"  Extractors 
and  Langsenkamp  Continuous  Juice  Heating  Equipment.  In  these  units  you  have 
the  means  for  obtaining  great  volume  of  the  finest  juice  that  can  be  produced 
from  selected  tomatoes,  at  such  saving  in  production  cost  that  only  operating  ex¬ 
perience  vi?ill  give  you  a  full  and  complete  realization  of  their  advantages.  A 
Langsenkamp-equipped  juice  production  line  leaves  you  at  no  disadvantage.  Get 
complete  information. 


Continuous  juice  heating 


H  f]  C  H  (  K  Pea  ^pdLUu^ 
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; 
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get  helpful  information  on  the  hulling  of  Green  i; 

Peas  or  Lima  Beans  for  canning  purposes  .  .  .  to  im¬ 
prove  your  production  and  secure  the  best  quality  at  ! 

lowest  costs  .  .  .  visit  the  Hamachek  Exhibit  at  !; 

Space  12,  Hotel  Stevens,  during  the  National 
Canners’  Convention. 
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Attending  representatives  devote  all  of  their  time  j 

to  hulling  problems.  We  do  not  make  any  other 
type  of  machinery  to  divide  our  efforts. 

! 

i 

Ifrank  hamachek  machine  CO. 

■K  M  aniil  (11 1  lit  t’r.s  of  V  liters,  V'tner  Feeders,  Ensilage  Distributors  and  Chain  Adjusters 

B  KEWAUNEE,  WISCONSIN 

BjeJtteJi  at  £cywjeA  Cokld 

healize  on  the  Projit-Saving  Afforded  by  Complete  Langsenkamp  Juice  Production  Lines 
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GRAMS  of  INTEREST 


J.  K.  GREGORY,  Fayetteville,  Ark.,  was  elected  president  of  the 
Ozark  Canners  Association  at  their  convention  held  at  the 
Conner  Hotel,  Joplin,  Mo.,  on  January  12th  and  13th.  It  was 
one  of  the  most  interesting  conventions  of  the  Association  held 
in  the  past  several  years.  All  canners  seemed  to  be  serious 
minded  and  showed  real  interest  in  the  program  prepared  for 
their  enlightment  by  the  committee.  Other  officers  elected  are 
F.  L.  Stockton,  Washburn,  Mo.,  vice-president;  J.  P.  Harris, 
Prairie  Grove,  Ark.,  secretary-treasurer.  Mr.  Gregory  is  presi¬ 
dent  of  Central  Canners,  Inc.,  operating  plants  in  Arkansas, 
Missouri  and  Oklahoma,  controlling  an  annual  pack  of  1,250,000 
cases. 

• 

THE  SYCAMORE  PRISERVE  WORKS,  Sycamore,  Ill.,  is  endeavoring 
to  put  through  a  reorganization  plan  in  an  effort  to  secure  its 
property,  holdings  and  indebtness. 

• 

MARSHALL  DILL,  well  known  importer  and  exporter,  whose  field 
includes  China,  Japan,  the  Philippine  Islands,  South  America 
and  Australia,  has  been  elected  president  of  the  San  Francisco 
Chamber  of  Commerce. 


CONVENTIONITES— Don’t  forget  the  hand  that  is 
feeding  you — ask  for  quality  canned  foods  when 
ordering  meals,  wherever  you  are. 


MORE  THAN  FIFTY  GROWERS  of  figs  in  northern  and  central 
California  met  at  San  Francisco  recently  and  voiced  protests 
over  operation  of  a  prorate  on  Kadota  figs,  a  variety  used  in 
canning.  A  resolution  was  passed  favoring  amendment  of  the 
State  prorate  act  to  eliminate  quotas  on  Kadota  figs.  A  new 
organization  was  formed,  to  be  known  as  the  Fig  Growers  and 
Consumers’  Protective  Association. 


MINNESOTA  VALLEY  CANNING  COMPANY,  LeSeuer,  Minn.,  has 
obtained  a  $600,000  loan  to  be  used  to  refund  outstanding  bonds 
and  to  provide  additional  working  capital. 

• 

THE  BODY  OF  JOHN  GROSS,  JR.,  manager  of  the  Saukville  Can¬ 
ning  Company,  was  found  at  Peoria,  Ill.,  Saturday,  January 
14th.  Cause  of  his  death  is  unknown  but  was  apparently 
violent.  Mr.  Gross,  who  was  26  years  old,  succeeded  F.  W. 
Hulbert  as  manager  of  the  Saukville  Canning  Company,  Sauk¬ 
ville,  Wis.,  in  October,  1937. 

• 

A  STATEMENT  has  been  filed  at  Los  Angeles,  Calif.,  to  indicate 
that  Carlos  L.  Colosardo,  Philip  L.  Rizza  and  Emilio  Portilla 
are  engaged  in  the  canning  business  at  4159  Whiteside  Ave.,  as 
the  Del  Rio  Specialties  Company. 

• 

HAROLD  H.  CLAPP,  INC.,  Rochester,  N.  Y.,  have  added  lamb  with 
vegetables  and  beef  with  vegetables  to  their  line  of  baby  foods. 

• 

THE  CALIFORNIA  STATE  INDUSTRIAL  WELFARE  COMMISSION  has 
adopted  a  resolution  requesting  the  U.  S.  Department  of  Labor 
to  cooperate  in  a  State-wide  survey  to  determine  if  the  $16  a 
week  minimum  wages  for  women  should  be  increased.  The 
present  minimum  wage  order  was  written  in  1923  and  was  based 
on  the  cost  of  living  at  that  time. 

• 

ECKERSON  FRUIT  CANNERS,  INC.,  Sanford,  Fla.,  has  launched 
a  sales  contest  which  will  run  for  a  66-day  period.  Appeal  to 
the  wives  of  salesmen  was  not  overlooked  in  the  catalog  of  prizes, 
which  includes  many  household  articles  as  well  as  items  of 
personal  use. 


ANNOUNCEMENT  has  been  made  of  the  purchase  by  J.  A. 
Shealy,  president  of  the  Jacobson-Shealy  Co.,  merchandise 
brokers  of  124  Spear  St.,  San  Francisco,  of  the  interests  of  E.  D. 
Jacobson,  secretary  of  the  firm. 

• 

THE  LiPPiNCOTT  COMPANY’S  plant  and  warehouse  at  Booneville, 
Ind.,  were  damaged  by  fire  on  January  6th,  with  loss  estimated 
at  $60,000. 

• 

THE  KBaXiEY-CLARKB  CO.,  2  Pine  St.,  San  Francisco,  announces 
the  affiliation  with  its  organization  of  Albert  J.  Biehl,  who  has 
been  carrying  on  a  food  brokerage  business  at  200  Davis  St., 
under  the  firm  name  of  Biehl  &  Co. 


WILLIAM  c.  DAY  who  for  many  years  was  fieldman  for  the 
W.  N.  Clark  Company,  Rochester,  N.  Y.,  died  at  Canandaigua, 
on  December  24th,  he  was  64  years  old. 


PRESTON  MCKINNEY,  vice-president  and  secretary  of  the  Can¬ 
ners  League  of  California,  with  headquarters  at  San  Francicso, 
is  in  Washington  in  connection  with  the  hearing  on  standards 
for  tomatoes  and  tomato  products.  Before  returning  home  he 
plans  to  attend  the  convention  of  the  National  Canners  Associa¬ 
tion  in  Chicago.  Miss  Sylvia  Kempton,  assistant  secretary,  will 
also  attend  that  convention. 

• 

COLUMBIA  RIVER  PACKERS  ASSOCIATION,  Astoria,  Ore.,  at  its 
annual  stockholders  meeting  elected  Ed.  W.  Thompson,  president, 
to  succeed  W.  L.  Thompson  who  was  made  chairman  of  the 
board,  Thomas  F.  Sandoz  was  elected  vice-president,  Floyd  L. 
Wright,  treasurer  and  A.  H.  Whittle,  secretary.  Directors 
include  the  officers  together  with  Thomas  Wootton,  W.  B. 
Wootton  and  J.  Y.  Bowerman. 

• 

TO  THE  LIST  of  subscribing  canners  to  the  Canned  Pea  Market¬ 
ing  Cooperative  Fund  as  published  in  our  January  9th  issue 
should  be  added  the  name  of  the  Grand  River  Canning  Com¬ 
pany,  Markesan,  Wis.,  in  the  sixth  district,  who  have  advised 
that  their  name  should  be  included. 

• 


BOOTH  FISHERIES  CORPORATION,  has  established  a  subsidary  to 
distribute  frozen  fruits  and  vegetables  under  the  new  Booth 
Garden  Flavor  Sealed  label  in  the  Central  West.  The  company 
operates  large  cold  storage  houses  in  Chicago,  St.  Louis,  Minne¬ 
apolis  and  St.  Paul. 


CANNED  FOODS  ASSOCIATION  of  British  Columbia  had  definitely 
set  the  dates  for  its  annual  meeting  as  February  24th  and  25th 
at  Vancouver,  British  Columbia,  instead  of  the  dates  February 
10th  and  11th  as  originally  announced. 


SOUTHEAST  FOOD  PRODUCTS  COMPANY  has  been  form  d  at 
Houston,  Texas,  to  operate  a  canning  business  by  Carter 
Stewart,  H.  M.  Vaughn  and  G.  H.  Brooks,  Jr.,  the  incorpo  ators. 

• 

THE  16th  annual  EXTENSION  SCHOOL  for  New  York  state 
canners,  fieldmen  and  growers  will  be  held  at  the  Geneva  F  xperi 
ment  Station,  New  York  State  College  of  Agriculture  on  burs 
day  and  Friday,  March  9th  and  10th. 

• 


CANCO’S  MR.  STURDY  SPEAKS 


January  22nd  to  27th — Chicago,  Ill.,  National  Canners  -:socia 
tion  Convention. 

January  30th — Camden,  N.  J.,  School  Assemblies. 

January  31st — Camden,  N.  J.,  Luncheon  Club. 

February  1st — Camden,  N.  J.,  School  Assembly  and  Servic '  Club 
February  3rd — Plainfield,  N.  J.,  Woman’s  Club,  8:00  P.  M. 
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Neglecting  A  Great  Staple 


By  ^^BETTER  PROFITS 


99  * 


IN  at  least  sixteen  states  the  packing  of  green  beans 
is  an  industry  gaining  ground  yearly.  Only  a  few 
years  ago  we  thought  of  canned  peas,  corn  and 
tomatoes  when  we  were  thinking  of  canned  vegetables. 

In  1937,  the  pack  of  green  beans  was  half  that  of 
tomatoes,  one-third  that  of  corn.  It  exceeded  the  packs 
of  other  vegetables,  the  Tri-States  alone  produced  over 
two-million  five  hundred  thousand  cases,  basis  number 
two  cans. 

Probably  in  all  advertising  of  canned  foods  we  see 
canned  green  beans  advertised  less  often  than  the  three 
leading  commodities  sold  in  tin  cans.  Certainly  A^e 
find  a  large  part  of  the  total  volume  seeking  the  house¬ 
wives  pantry  without  benefit  of  advertising  acquainting 
the  prospective  user  with  the  merits  of  green  beans  in 
any  form.  Usually  price  alone  is  depended  on  as  a 
deciding  factor  in  the  movement  of  this  important 
canned  food.  Only  today  I  talked  with  a  retail  dealer 
who  pointed  out  that  he  was  selling  a  number  two  can 
of  whole  green  beans  at  13  cents  while  he  admitted  he 
might  have  offered  it  at  a  dime  and  still  made  twenty 
per  cent  on  the  selling  price.  Certainly  38  per  cent 
mark-up  never  encouraged  the  consumption  of  any 
article  of  food. 

Several  canners  in  the  sixteen  states  canning  green 
beans  ought  to  give  serious  thought  to  tomorrow  in  an 
attempt  to  do  something  constructive  toward  increas¬ 
ing  consumer  demand  for  canned  green  beans.  True, 
a  few  canners  of  beans  have  pioneered  in  packing  a  fine 
fancy  grade  in  so  called  “asparagus  style,”  but  who 
knows  about  these  delicacies  so  wanted  by  particular 
housewives  anxious  to  serve  a  delicious  vegetable  salad 
made  from  canned  green  vegetables?  What  are  the 
uses  of  canned  beans  in  the  home  aside  from  serving 
them  as  a  green  vegetable  out  of  season  ?  Did  you  ever 
read  even  a  leaflet  on  the  worth  of  green  beans  in  the 
weekly  diet?  Did  you  ever  read  a  half  dozen  receipes 
for  the  serving  of  green  beans  from  cans  in  various 
ways  intended  to  tempt  the  flagging  appetite?  I  may 
be  all  wrong  about  this,  but  if  I  am  I  will  be  delighted 
to  have  all  canners  of  beans  send  me  their  advertising 
literature,  and  we  will  give  ample  space  in  some  future 
issue  to  its  acknowledgment  and  a  discussion  of  it. 

Corn  canners  are  said  to  be  getting  together  for  the 
protection  of  their  mutual  interests,  the  pea  canners 
co-operative  is  going  along  in  fine  shape.  During  the 
next  few  months  we  ought  to  see  the  tomato  and  green 
bean  canners  getting  together  for  the  purpose  of 
increasing  consumer  interest  in  their  products,  and  at 
the  same  time  we  should  learn  too,  of  constructive 
efforts  to  be  made  toward  the  marketing  of  these  two 
fine  vegetables  on  a  basis  more  profitable  than  that 
usually  provided.  This  is  probably  too  much  to  be 
hoped  for,  however.  In  case  it  is,  let  any  canner 
marketing  green  beans  in  cans  look  carefully  over  the 


prospects  for  1939-40.  What  part  of  your  pack  of  green 
beans  in  the  past  five  years  has  been  in  fancy,  extra 
standard  and  standard  grades?  Was  your  fancy  pack 
carried  over  from  year  to  year  or  did  it  clean  up  ?  If 
it  was  sold  with  reasonable  promptitude,  what  per¬ 
centage  of  profit  did  you  make  in  comparision  to  what 
you  made  on  your  standard  pack?  Have  your  buyers 
ever  asked  you  to  supply  their  trade  with  a  variety  of 
canned  green  beans  that  you  are  unfamiliar  with  ?  Have 
your  field  men  ever  experimented  with  the  production 
of  a  better  strain  of  green  beans  for  canning?  What 
in  your  opinion  could  be  done,  over  a  five  year  period, 
along  the  lines  of  developing  a  new  variety  of  green 
beans  as  Minnesota  Valley  Canning  Company  developed 
Green  Giant  Peas  and  Del  Maize  Corn? 

Are  your  labels  on  the  stock  you  have  in  the  ware¬ 
house  at  present  as  attractive  as  those  on  other  canned 
food  commodities  that  are  out-selling  canned  green 
beans.  In  your  attempts  to  market  a  fancy  pack  of 
green  beans  have  you  ever  packed,  and  are  you  packing 
now,  a  buffet  size  tin  or  fancy  cut  green  or  wax  beans? 
Is  the  quality  of  your  pack  such  that  you  feel  warranted 
in  standing  out  for  a  better  price  for  your  goods  than 
is  being  offered  today  by  large  buyers  in  a  position  to 
move  large  blocks  of  stocks?  If  it  is,  how  about 
acquainting  your  buyers  as  a  whole  with  this  better 
than  usual  pack  you  have  on  hand !  If  you  have  buffet 
size  tins  in  stock,  use  some  of  them  in  sampling  buyers, 
salesmen  for  distributors,  and  even  consumers  if  you 
can  find  ways  and  means  of  getting  the  sample  cans  to 
them  economically. 

For  the  purpose  of  this  article  I  am  going  to  assume 
you  have  some  spot  stock  of  green  cut  and  whole  beans 
that  is  worth  more  than  the  market  price.  For  the 
purpose  of  discussion,  I  will  assume  also  that  your 
goods  are  well  labeled  in  an  informative  manner.  If 
you  have  all  these  bulwarks  against  a  falling,  o\er- 
stocked  market  you  are  probably  fortunate  enough  to 
know  where,  when  and  how  you  are  going  to  market 
these  fancies  and  extra  standards.  But  read  on,  you 
may  get  an  idea  that  you  can  use  in  connection  with 
your  merchandising  efforts  covering  next  year’s  pack. 

It  is  pretty  late  now  to  do  any  constructive  adver¬ 
tising  to  cover  the  1938-39  pack  but  remember  that  if 
your  goods  are  to  move  to  the  consumer  at  the  rate 
they  should,  they  must  not  carry  any  unfair  overhead. 
The  safest  way  to  safeguard  an  economical  price  to  ^he 
consumer  for  the  goods  you  pack  so  carefully  is  to 
secure  enough  local  advertising  to  insure  a  price  to 
the  final  purchase  that  will  enable  her  or  him  to  serve 

*Readers  are  invited  to  submit  selling  plans,  label  designs,  etc., 
to  “Better  Projits"  for  analysis  and  suggestive  criticism.  This 
service  is  conducted  without  charge.  Mail  your  communications 
to  “BETTER  PROFITS"  do  THE  CANNING  TRADE,  20 
S.  Gay  Street,  Baltimore,  Md. 
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the  beans  you  grow  and  pack  into  cans  at  a  cost  that 
vill  be  in  line  with  competition  from  other  canned 
foods,  corn,  peas,  tomatoes  and  so  on.  A  single  volun- 
ary  co-operative  advertising  group  in  a  market  of 
!ighty-thousand  families  will  point  the  way  for  many 
■etail  dealers  unaffiliated  with  it.  They  will,  as  long  as 
human  nature  is  what  it  is,  follow  the  lead  of  the  volun¬ 
tary  group  interested  in  your  beans  and  when  doing 
local  newspaper  or  handbill  advertising  be  sure  to  run 
your  label  at  a  price  as  low  or  lower  than  that  set  by 
the  folks  primarily  interested  in  promoting  the  sale  of 
your  goods.  So  remember  to  include  a  budget  for 
advertising  in  your  next  year’s  merchandising  plan. 

No  matter  where  your  plant  may  be  located,  there 
are  essential  differences  in  the  soil  structure,  the  water 
supply,  the  rainfall  and  the  local  preferences  of  your 
trade  that  demand  you  pack  a  certain  grade  of  canned 
beans  to  meet  competition  able  and  fearless  in  promot¬ 
ing  the  sale  of  its  brands.  You  will  do  well  to  make  a 
virtue  of  necessity  and  dwell  especially  on,  we’ll 
say,  the  flavor  of  your  pack.  This  is  produced  through 
the  medium  of  the  weather  in  your  locality,  it  is 
stepped  up  because  of  the  chemical  content  of  the  soil 
on  which  beans  for  canning  are  grown.  As  soon  as 
you  have  decided  on  featuring  the  flavor  of  your  pack, 
tell  your  brokers  or  inform  them  in  the  usual  manner 
of  what  you  are  planning.  Supply  them  well  with 
samples  and  start  them  cutting  and  selling  all  over 
again.  In  addition,  adopt  a  part  of  the  merchandising 
program  of  all  the  associations  promoting  a  “week”  for 
this  and  a  “week”  for  that.  Take  nothing  for  granted. 
Get  up  a  mimeographed  letter  or  two  or  better  still, 
three  and  mail  it  to  all  your  representatives,  brokers 
and  other  sales  force,  if  any ! 

In  this  letter,  feature  your  better  grades  in  green 
canned  beans.  I  suggest  this  because  year  after  year 
we  see  more  and  more  canners  weakening  in  the  matter 
of  quality.  I  want  you  to  get  your  literature  prepared 
along  such  lines  that  it  will  be  wasted  and  fit  only  for 
the  waste  basket  if  you  ever  fail  to  ever  increase  the 
quality  standards  of  your  pack.  Frankly,  there  are 
pi  obably  too  many  standard  green  cut  and  whole  beans 
in  warehouses  today,  but  there  won’t  be  too  many  five 
years  from  today  if  more  canners  refuse  to  pack  to 
moet  competition,  and  eliminate  more  and  more  of  the 
cheaper  canned  green  beans  from  their  packing 
schedules. 

If  you  are  not  in  a  position  to  get  home  talent  adver- 
ti.-  ing  men  to  prepare  your  sales  letters,  let  your  news- 
Pi!  per  man  write  them. 

\nything,  almost,  to  get  the  project  under  way.  If 
yc  i  want  to  go  it  alone,  use  as  a  model  of  the  letter 
yc  i  will  write  literature  just  out  today  from  the 
Cti  ined  Salmon  Industry.  If  you  haven’t  seen  one, 
W]  ite  them,  14th  floor  Exchange  Building,  Seattle, 
W.  shington.  If  you  do  send  for  the  letter  suggested, 
wi.te  also  to  the  Tea  Bureau,  500  5th  Avenue,  New 
Y(  k  City,  for  their  current  literature.  In  either  case 
yo  won’t  have  the  fancy  literature  for  distribution 
wl.  ch  dresses  up  their  program  but  you  will  gain 
va’  lable  pointers  from  their  letters  as  to  the  mechani¬ 
cal  make-up  of  yours.  You  should  note  with  interest 


(Continued  on  page  26) 


120  to  160  ears  per  minute — and  whether 
ears  are  large  or  small,  the  corn  is  per¬ 
fectly  husked. 


Each  Super  Husker  may  be  installed  in 
exactly  the  same  space  as  occupied  by  a 
single  husker — and  your  capacity  is  more 
than  doubled. 


Modern  Canning  Equipment  for  All  Food  Products 
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HOOPESTON,  ILLINOIS 
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FOOD  MACHINERY  CORPORATION  nC^a.402  T 

(Sprague-Sells  Division)  HOOPESTON,  ILL. 
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Q  Full  Details  of  the  Peerless  Super  Husker. 

Q  Your  Complete  General  Catalog. 
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DISTRIBUTORS  ACTIVITY 

By  “OBSERVER” 

Special  Correspondent  of  “The  Canning  Trade” 


PLAN  SALMON  DRIVE 

ALMON  packers  and  distributors  have  completed 
plans  for  the  annual  National  Canned  Salmon 
Week,  which  will  be  staged  during  the  period 
February  24-March  4  this  year. 

E.  0.  Paup,  president  of  the  Pacific  Canned  Salmon 
Distributors’  Association,  has  appointed  a  committee 
to  direct  the  drive,  headed  by  Fred  Gosse,  of  F.  A. 
Gosse  Co.,  and  including  Starr  Farish  of  the  New 
England  Fish  Co.,  and  Clarke  Hamlin  of  E.  H.  Hamlin 
Company. 

‘  “The  efforts  of  brokers  and  distributors  to  gain  more 
attention  for  salmon,”  said  Mr.  Gosse,  in  commenting 
on  the  committee’s  plans,  “will  be  tied  in  with  the 
merchandising  program  of  the  salmon  packers.  Re¬ 
tailers  will  be  starting  their  salmon  display  contest  for 
large  cash  prizes  offered  by  the  industry  right  at  the 
time  that  Canned  Salmon  Week  is  gaining  peak  pub¬ 
licity.  This  coordination  of  effort  between  the  packers, 
distributors,  and  retailers  of  salmon  is  bound  to  boost 
consumption  of  canned  salmon  from  Alaska,  Puget 
Sound  and  the  Columbia  River  during  this  period.” 

ODD-SIZED  CONTAINERS — Commenting  on  the 
application  of  the  new  Federal  food,  drug,  and  cosmetics 
act  to  the  food  industry,  the  National  Association  of 
Retail  Grocers,  in  a  notice  to  its  members,  says: 

“The  new  federal  food,  drug  and  cosmetics  act  may 
be  invoked  later  on  by  the  Food  and  Drug  Administra¬ 
tion  in  an  effort  to  stop  the  growing  practice  of  using 
odd-sized  containers  for  food  products,  it  was  recently 
indicated  by  the  Food  and  Drug  Administration. 

“Considerable  doubt  is  expressed,  however,  as  to 
whether  the  Act  gives  the  Administration  authority  to 
declare  a  food  product  misbranded  if  it  is  packed  in 
a  container  nearly  as  large  as  a  standard  container, 
if  the  quantity  is  plainly  shown  on  the  label.” 

GROCERS  CHICAGO  ROUND-UP 

ITH  food  trade  participation  perhaps  attain¬ 
ing  a  new  high,  from  the  standpoint  of  affiliated 
groups  participating,  the  1939  round-up  of  the 
grocery  trade  in  Chicago  this  week  promises  to  estab¬ 
lish  a  definite  record  of  accomplishment. 

Perhaps  one  of  the  highlights  of  the  entire  week  will 
be  the  “Parade  of  Progress”  presentation  at  the  Hotel 
Congress  on  Monday  evening,  January  23,  at  which 
Associated  Grocery  Manufacturers  of  America,  as 
guests  of  the  National- American  Wholesale  Grocers’ 
Association,  will  present  to  this  and  other  distributor 
organizations  plans  for  the  industry’s  marketing  cam¬ 
paign  on  nationally-known  brands  which  will  be  staged 


this  spring.  The  evening  will  be  highlighted  by  an 
informal  floor  show  to  be  presented  by  stage  and  radio 
stars  currently  appearing  on  some  of  the  best  known 
programs  now  on  the  air. 

Arrangement  of  this  joint  gathering  is  significant 
to  the  extent  that  it  marks  definite  acceptance  by  the 
distributing  trade  of  the  importance  of  nationally- 
advertised  brands  in  the  jobbing  picture,  marking,  to 
this  extent,  a  clarification  of  the  long-standing  contro¬ 
versy  over  the  respective  merits  of  producers’  and 
distributors’  brands. 

The  wholesale  grocers  will  discuss  at  length  the  pro¬ 
gram  for  making  effective  the  case  study  of  operating 
conditions  within  that  industry,  undertaken  jointly 
by  National-American  and  Federal  agencies. 

Announced  plans  of  the  canners’  association  for 
probing  more  extensively  the  intricacies  of  the  market¬ 
ing  problem  confronting  that  industry  has  aroused 
widespread  interest  among  distributors,  and  the 
progress  of  the  canners’  deliberations,  therefore,  will 
hold  more  general  interest  this  year  than  is  customarily 
the  case,  insofar  as  many  jobbers  are  concerned. 

Legislative  developments  of  the  past  year  will  come 
in  for  their  share  of  attention,  particularly  applica¬ 
tion  of  the  provisions  of  the  new  federal  food,  drug 
and  cosmetics  law  to  the  industry’s  operations. 

While  not  prominently  featured  on  any  “official” 
program,  selling  policies  in  the  light  of  the  Federal 
Trade  Commission’s  interpretation  and  enforcement  of 
the  Robinson-Patman  Act  will  come  in  for  a  good  deal 
of  attention.  This  problem  is  one  of  paramount  in¬ 
terest  both  to  sellers  and  to  some  of  the  cooperative 
agencies  now  active  in  the  food  distributing  field. 

VOLUNTARY  TO  MEET 

ORE  than  200  wholesale  grocers  from  all  parts 
of  the  country,  sponsors  of  Independent  Gro¬ 
cers’  Alliance  of  America  voluntary  groups  of 
retailers,  will  hold  their  annual  convention  in  Chicago 
on  January  25. 

The  meeting,  part  of  a  two-day  conference  opening 
on  that  date,  will  concentrate  its  attention  primainly 
on  a  study  of  merchandising  and  sales  methods  with 
reference  to  grocery  products  packed  in  glass  con¬ 
tainers. 

Stores  affiliated  with  I.  G.  A.  staged  a  number  of 
special  sales  promotions  during  the  year  just  end^^^’d, 
their  national  sale  of  canned  fruits  and  vegetables  d  r- 
ing  October  accounting  for  a  total  volume  of  600, COO 
cases  of  such  products.  The  group  also  staged  dri  ■  es 
last  year  on  baked  goods  and  ready-to-serve  preparsd 
foods. 
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BIG  BUSINESS 

got  that  way  thiu 

"ADVERTISING  -  MORE  THAN  ANYTHING  ELSE" 


Pennsylvania  Canners  had  that  drilled  into  them  at  their  annual  meeting, 
November  last,  by  A.  E.  Flosdorf,  Division  Sales  Manager,  Quaker  Oats 
Company.  All  State  Meetings  of  Canners  were  built  around  the  theme 

MERCHANDISING 


It  is  clearly  evident — you've  got  to 
SELL  to  move  goods  at  a  PROFIT 

cnnnERS  -  brokers  -  mfiCKinERV  &  suppLvmEn 


One  of  the  biggest  merchandising  helps  to  your  business  in  1939  can  be  the 
keeping  of  your  offerings  before  all  of  the  leading  canners,  buyers  and 
brokers  of  the  country — and  stay  before  them  all  year — as  a  constant  reminder 
that  YOU  can  fill  the  bill. 

You  know  the  Almanac  of  the  Canning  Industry.  It  is  the  annual  compilation 
of  the  type  of  data  you  and  they  need  every  day.  Place  your  advertisement 
right  along  with  the  new  food  law,  pack  statistics,  label  requirements,  grade 
specifications,  "Where  to  Buy"  Canned  Foods  and  Machinery  and  Supplies, 
and  other  necessary  reference  data  and  you'll  know  your  Ad.  is  working  for 
you  every  day  of  the  year.  It's  ideal  advertising  for  canners,  brokers,  and 
machinery  and  supplymen;  a  whole  year  of  advertising  for  the  one  cost. 
Be  included  in  this  directory  of  .  .  . 

"WHAT'S  WHAT  AND  WHO'S  WHO  FOR  THE  CANNING  INDUSTRY" 

The  low  rates  make  budgeting  unnecessary.  The  1939  issue  will  be  ready 
for  distribution  about  March  1st.  Order  space  by  mail  or  stop  in  at  Booth  205 


The  ALMANAC  of  the  Canning  Industry 

Since  1916 — Published  annually  by 

THE  CANNING  TRADE  20  S.  Gay  Street  BALTIMORE,  MARYLAND 
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WANTED  and  FOR  SALE 

This  is  a  page  that  must  be  read  each  week  to  be  appreciated.  You  are  unlikely  to  be  interested  every  week  in  what 
is  offered  here,  but  it  is  possible  you  will  be  a  dozen  times  in  the  year.  If  you  fail  to  see  and  accept, 
your  opportunity  and  money  are  lost.  Rates  upon  application. 


FOR  SALE  — MACHINERY 


CONSOLIDATED  OFFERS:  Copper  and  Aluminum  Cooking 
Kettles;  Retorts;  Can  and  Bottle  Labelers;  Glass  Lined  Tanks; 
Pumps;  Vacuum  Pans,  etc.  A-1  condition.  Quick  delivery.  We 
buy  and  sell  from  a  single  item  to  a  complete  plant.  Consolidated 
Products  Co.,  Inc.,  18-20  Park  Row,  New  York  City. 


FOR  SALE — New  and  Used  boilers,  all  sizes,  high  and  low 
pressures.  Also  pumps,  beaters,  engines.  Boiler  repairs  and 
installations.  Boiler  Engineering  &  Supply  Co.,  Phoenixville, 
Pa.  Phone  2524. 


FOR  SALE — Canning  machinery  of  all  kinds,  bottles,  wooden 
tanks,  shafting  and  hangers.  Dismantling  will  sell  cheap. 
Rustic  Furniture  Co.,  Inc.,  Williamstown,  N.  J. 


FOR  SALE  —  FACTORY 


FOR  SALE — Fully  equipped  canneries,  formerly  operated  by 
Justright  Packing  Company.  Factories  located  at  Townsend, 
Blackbird  and  Van  Dyke,  Delaware.  Excellent  growing  section. 
Can  be  bought  for  less  than  the  first  mortgages.  Inspection  by 
appointment.  S.  B.  Cooling,  Jr.,  Box  104,  Wilmington,  Dela. 


FOR  SALE  — SEED 


FOR  SALE — 250  Bu.  Refugee  Green  Bean  Seed,  8  cents  lb. 
Write  Lawtons  Canning  Co.,  Lawtons,  N.  Y. 


MISCELLANEOUS 


WANTED — Salvaged  Canned  Foods.  Will  pay  cash  for  rusty, 
buckled  or  close  outs  of  all  kinds  of  canned  foods  in  any  quantity. 
Address  Box  A-2334  c/o  The  Canning  Trade. 


SITUATIONS  WANTED 


POSITION  WANTED  —  By  operator  of  Canco  Closing 
Machines.  Single  man,  "dll  go  anywhere.  References  supplied. 
Address  Box  B-2328  c/o  The  Canning  Trade. 


POSITION  WANTED — As  Production  Manager  or  Superin¬ 
tendent.  Positively  dependable  and  able  to  accept  responsibility. 
Years  of  outstanding  experience  as  A-1  canner  of  high 
quality  foods  in  tins  or  glass.  Can  build,  equip  and  operate  a 
plant  efficiently  and  economically  for  various  vegetables,  fruits, 
pickles,  etc.,  from  seed  to  finished  product.  Seeking  permanent 
connections  with  large  reputable  organization.  Would  like  to 
hear  from  canners  needing  man  my  type.  A-1  references. 
Address  Box  B-2329  c/o  The  Canning  Trade. 


THE  BOOK  YOU  NEED  !  ! 

“A  Complete  Course  in  Canning.” 

Nen  6th  Edition 

Published  by  THE  CANNING  TRADE. 


Jt*8  time  to  advertise  that 

PLANT  FOR  SALE 
BARGAINS  IN 
USED  EQUIPMENT 

In  the  numerous  changes  being  made  in  the  can¬ 
ning  factories  throughout  the  country  there  is 
probably  just  the  machine,  supply  or  entire  fact¬ 
ory,  that  you  want. 

NOW’S  the  time  to  pick  up  needed  used  ma¬ 
chinery  at  a  price,  or  turn  idle  holdings  into  cash. 

Make  your  offer  or  list  your  needs  on  the  wanted 
and  for  sale  page  to  accomplish  your  objective 
quickly  at  very  little  cost. 

The  rates — straight  reading,  no  display: 
One  time,  per  line  40c 
Four  or  more  times,  per  line  30c 
Minimum  charge  per  ad.  $1.00 

Count  eight  average  words  to  the  line.  Count 
initials,  numbers,  etc.,  as  words.  Short  line  counts 
as  full  line.  Use  a  box  number  instead  of  your 
name  if  you  like. 
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SMILE  AWHILE 

There  is  a  saving  grace  in  a  sense  of  humor 

Contributions  Welcomed 


SPOOK  STUFF 

The  inn  looked  cold  and  mysterious,  and  the  traveler 
vvas  not  too  anxious  to  spend  the  night  there.  A 
sinister-looking  fellow  showed  him  his  room,  and  that 
looked  haunted.  The  traveler  turned  to  the  man  and 
said,  “By  the  way,  nothing  strange  has  ever  happened 
here,  has  it?” 

“Not  in  fifty  years,”  was  the  reply. 

“That’s  good.  What  happened  then?” 

“A  gentleman  who  spent  the  night  here  appeared  for 
breakfast  the  next  morning.” 

Mother:  I  don’t  think,  darling  that  you  should  play 
cards  on  Sunday. 

Harold:  But,  Mummy,  we’re  not  playing  properly, 
we’re  only  cheating. 

The  customer  was  speaking  to  the  electrician,  who 
was  obviously  a  foreigner. 

“What  is  the  charge  for  this  battery?”  the  customer 
asked. 

“Vun  and  a  half  volts,”  the  electrician  replied. 

“Well,  how  much  is  that  in  United  States  money  ?” 

“He  told  me  I  was  the  prettiest  and  most  interesting 
girl  he  had  ever  met.” 

“And  are  you  going  to  live  the  rest  of  your  life  with 
a  man  who  starts  deceiving  you  at  the  beginning  of  his 
courtship  ?” 

Woman :  I  want  some  advice  about  my  husband,  your 
Honor.  He  left  me  twenty-five  years  ago  and  I  ain’t 
seen  him  since. 

Judge:  Well,  what  can  I  do  about  it? 

Woman:  What  about  me  having  a  separation? 


MORRAL  CORN  CUTTER 

Either  Single  or  Double  Cat 


Morral  Combination 
Corn  Cutter 

For  Whole  Crain  ot 
Cream  Style 


Morral  Corn  Husker 

Either  Single  or  Double 

Morral  Labeling  Machine 

and  other  machinery 

Write  for  catalog  and 
further  particulars 


MORRAL  BROTHERS,  Morral,  Ohio 


The  HAYNIE 

TOMATO  SCALDER 

The  most  practical  Hot 
W  ater  Scalder  on  themar  • 
ket.  Controls,  length  of 
scalding  time  of  tomatoes 
depending  upon  ripeness. 

Write  for  circulars. 


A.ir  «  OBINS  &  COMPANY,  Inc. 

AV  BALTIMORE,  M  D.,  U.  S.  A. 

MANUFACTURERS  OF  CANNING  EQUIPMENT 


No  matter  what  your  needs.  .  , 

Write  or  wire  us  for  information. 


FOR  <  CANNING  OR  FREEZING 
FANCIEST  WHOLE-KERNEL  CORN 


CORN  CANNING 


EQUIPMENT 


Tmiie  iQKTxinEiD*  K/estm/nster.^d. 

HUSKERS  —  CUTTERS  — TRIMMERS  — CLEANERS 
SILKERS— WASHERS  and  GRINDERS 


Motorist  (after  knocking  down  butcher’s  boy) :  I’m 
sorry,  m’lad  are  you  all  right? 

Boy  (after  picking  up  contents  of  baskets) :  I  dunno. 
Here’s  me  liver  and  ribs,  but  where’s  my  kidney? 

“The  garage  man  sent  that  second-hand  car  you 
0  dered  and  I  tried  it  out.” 

“How  many  does  it  carry  comfortably?” 

“None.” 


BERLIN  CHAPMAN 

BERLIN*  WISCONSIN  U.S.A. 


CANNING  MACHINERY 


A  COMPLETE  LINE  OF  CANNING  MACHINERY  FOR  ANY  PLANT 


A 


Diner :  Why  does  that  dog  sit  there  and  watch  me  all 
tl  e  time  ? 

Waiter:  You’ve  got  the  plate  he  usually  eats  from, 
si  ’. 

“Don’t  make  any  more  of  these  biscuits,  dear.” 
“Why  not?” 

“You’re  too  light  for  such  heavy  work.” 


gEDTT  VINEp 


SCOTT  IMPROVED  VINERS->’VINER  FEEDERS 

feiiadcra  of 

HYDRAULIC  CONVEYING  EQUIPMENT 


THE  SCOTT  VINER  CO.  COLUMBUS, □ 
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A  Complete  Course  in  Canning 


Sixth  edition 


FOR  MANAGERS, 
SUPERINTENDENTS, 


BROKERS 


AND  BUYERS 


Size  6x9,  360  Pages  Beautifully  Bound. 
Stamped  in  Gold. 


360  pages  of  proven  pro¬ 
cedure  and  formulae  for 
everything  “Canable” 


All  the  newest  times  and  temperatures 
All  the  newest  and  latest  products 


•  Fruits  •  Vegetables  •  Meats  •  Milk  •  Soups 

•  Preserves  •  Pickles  •  Condiments  •  Juices 

•  Butters  •  Dry  Packs  (soaked)  •  Dog  Foods 
and  Specialties  in  minute  detail,  with  full  instruc¬ 
tions  from  the  growing  through  to  the  warehouse. 


Used  by  Food  Processors  to  check  times,  tem¬ 
peratures  and  RIGHT  procedure  ...  by  Distri¬ 
butors  to  KNOW  canned  foods  ...  by  Home 
Economists  to  TEACH  the  subject  of  food  pre¬ 
servation. 

For  sale  by  all  supply  houses  and  dealers  .  .  . 
or  direct.  Price  $10.  postpaid. 


Published  and  Copyrighted  By 

THE  CANNING  TRADE 

Since  1878 — The  Canned  Foods  Authority 
BALTIMORE,  20  South  Gay  Street,  MARYLAND 
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THE  MARKETS 

IN  THE  LEADING  CANNED  FOODS  CENTERS 


WEEKLY  REVIEW 

Learn  the  Facts  About  Holdings — And  the  Possibilities  For 
Better  Prices — Stiffen  Your  Prices — Buyers  Busy  But  Market 
Quiet — Canners  Touchy  About  Prices. 

Holdings — The  most  interesting  happening  of 
the  week  has  been  the  issuance  of  the  statistics 
on  the  holdings  of  canned  foods,  by  the  Division 
of  Statistics,  National  Canners  Association,  and  un¬ 
doubtedly  for  use  during  the  big  Convention.  It  is  well, 
then,  to  record  the  salient  points  about  these  figures, 
though  most  of  you  have  the  full  reports  in  front  of 
you. 

BEANS — By  a  coincidence  “Better  Profits”  this 
week  calls  attention  to  the  neglect  of  this  excellent 
product  in  all  marketing  considerations.  If  interested 
in  canned  green  beans  you  will  do  well  to  read  that 
carefully. 

Green  Wax 

Total  Stocks  January  1st . 4,352,685  1,031,441 

Shipments  7/1  to  1/1 . 5,144,618  770,474 

These  holdings  are  quite  evenly  distributed  over  the 
country,  as  the  figures  show: 

Green  Wax 

Northeast  .  699,744  430,764 

Middle  Atlantic . 1,074,328  124,819 

Mid-West  . 1,161,056  386,604 

Western . 1,163,825  89,254 

Southern  .  253,732  . 

They  have  bought  beans  and  immediately  put  their 
purchases  into  circulation,  just  as  they  have  done  with 
all  canned  foods  this  season,  and  so  it  may  confidently 
be  counted  on  that  the  demand  during  these  best  canned 
I’oods  consuming  months — from  January  to  July — will 
be  at  least  equal  to  the  preceding  six  months,  and  if  so, 
hat  will  leave  green  beans  about  one  million  cases  short. 
Even  an  ultra-pessimist  will  find  it  hard  to  see  anything 
“blue”  about  the  canned  bean  situation.  If  the  canners 
v/ill  only  realize  the  unrivaled  opportunity  which  the 
F  latistics  show  them,  prices  will  be  upped  immediately 
:  nd  by  a  large  percentage.  The  question  is  in  the  hands 
<  f  each  bean  canner — no  one  else  can  do  it  for  you. 

RED  PITTED  CHERRIES  —  A  repetition  of  the 
{ bbve  story : 

2’s  lO’s 

Stocks  January  1st . 325,757  468,783 

Shipments  7/1  to  1/1 . 547,557  510,491 

CORN — About  31/2  million  cases  of  the  holdings  have 
Vaen  sold  but  not  shipped;  worth  considering.  The 


1  gures  are : 

Stocks  January  1,  1939 . 17,561,019 

Shipments  8/1  to  1/1 .  8,095,231 


This  shipment  figures  is  just  about  the  31/2  million 
cases  short  of  the  1937  shipments — 11,849,070.  The 
buyers  have  not  been  stocking  canned  corn,  and  they 
must  buy  to  cover  the  nine  months  until  new  canning 
time.  There  evidently  were  more  futures  sold  in  corn 
than  in  any  other  item,  and  the  reason  for  this  is:  it 
was  early  known  the  acreage  had  been  cut.  Nature 
stepped  in  and  the  big  yield  canceled,  and  more,  the 
intended  shorter  pack. 

^  PEAS — An  interesting  feature  of  the  canned  peas 
holdings  is  that  over  75  per  cent  of  the  remaining 
stocks  are  of  extra  standard  or  fancy  quality,  with  but 
25  per  cent  standards,  and  that  the  Mid-West  and  the 
West  Coast  own  75  per  cent  of  all  the  holdings.  The 
table  reads — and  it  is  certainly  not  a  disappointing 


one : 

Total  Stocks  January  1st . 16,372,154 

Shipments  7/1  to  1/1 . 13,677,010 


With  the  big  Canned  Pea  Cooperative  drive  just 
starting,  and  the  fact  that  participants  among  canners 
can  now  finance  any  carry-over  they  may  wish  to  make, 
it  will  be  a  miracle  if  the  slate  is  not  wiped  clean,  long 
before  next  pea  canning  time.  And  at  better  prices 
than  now  prevailing,  if  the  canners  have  the  intestinal 
fortitude  to  price  their  goods,  and  mean  it.  It  looks 
good  to  us. 

CANNED  TOMATOES — We  mentioned  these  last 
week,  but  to  complete  the  picture  we  repeat  herewith : 


Stocks  January  1st . 10,119,000 

Shipments  7/1  to  1/1 . 10,641,007 


As  a  matter  of  record  the  date  of  shipments  from 
July  1st  to  the  end  of  the  year  is  misleading,  since  the 
tomato  packs  did  not  end  until  October.  The  period, 
therefore,  should  be  at  least  October,  November  and 
December — three  months  instead  of  six ;  and  again  the 
buyers  took  in  these  goods  and  immediately  passed 
them  out  again,  and  the  next  nine  months  must  be  sup¬ 
plied  from  this  small  remainder.  You  see  the  pack 
was  but  20,770,007  cases,  against  the  two  previous  years 
outputs  of  25  million  cases  each,  and  all  of  which  were 
eaten  up,  since  the  new  seasons  have  been  entered  with 
these  statistics  saying,  about  carry-overs,  “None”. 
This  is  not  our  statement.  Every  tomato  canner  has 
seen  these  figures  before,  and  there  is  nothing  indefi¬ 
nite  about  it. 

This  issue  of  The  Canning  Trade  will  reach  most 
of  you  before  you  leave  for  the  Convention;  so  when 
you  meet  the  buyers,  and  your  brokers,  keep  a  stiff 
upper  lip,  for  your  position  is  solid  in  all  these  staples. 
If  you  let  them  get  any  of  your  goods  except  at  a  con¬ 
siderable  advance  in  price  over  the  prices  now  ruling, 
you  will  be  to  blame — nobody  else.  The  goods  are 
worth  more,  and  a  cent  per  can,  12  cents  per  dozen 
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advance,  will  have  no  slightest  effect  upon  consumer 
demand.  You  know  it  won’t,  and  so  do  they.  Screw 
your  courage  to  the  sticking  point,  and  don’t  weaken, 
and  maybe  you  will  have  a  happy  Convention  to  look 
back  upon. 

THE  MARKET — Everybody’s  talking  Convention 
and  you  can’t  get  any  market  sense  out  of  them.  The 
distributors  are  busy,  filling  the  wants  of  the  retailers, 
who  found  the  Christmas  season  a  heavy  drain  on  their 
supplies.  And  so  those  “quiet  orders”  are  steadily 
coming  in  and  the  total  mounts  to  good  figures. 

But  the  canners  are  becoming  price-conscious,  and 
very  touchy.  It  is  a  good  sign.  At  the  special  meeting 
of  the  corn  canners  here  in  Baltimore,  January  17th, 
a  sectional  meeting  of  this  big  drive  to  do  something 
for  corn  as  they  are  doing  for  peas — they  passed  a 
motion  “calling”  our  New  York  correspondent  for  say¬ 
ing  in  last  week’s  market,  that  southern  corn  canners 
had  offered  at  55  cents;  when,  the  motion  said,  not 
less  than  57  V2  cents  could  be  found  by  a  canner — in 
the  meeting — who  tried  to  buy  standard  crushed  corn. 

CONVENTIONITES— Don’t  forget  the  hand  thatls 
feeding  you — ask  for  quality  canned  foods  when 
ordering  meals,  wherever  you  are. 

And  the  motion  wound  up  with  demanding  that  such 
quotations  be  made  by  the  broker  with  a  statement  of 
the  quality  or  condition  of  the  goods,  because  if  such 
an  offer  was  made,  it  must  have  been  for  off-quality, 
the  cans  rusty  or  some  such  defect.  That  is  the  second 
recent  “call”  on  our  market  quotations,  and  may  they 
increase  and  multiply.  We  just  love  them;  not  that 
we  intentionaly  quote  wrong  (too  low)  prices,  but  it 
shows  the  canners  are  on  their  toes  about  prices.  And 
that  is  something  previously  unheard  of. 

There  are  no  price  changes  worthy  of  special  notice, 
this  week,  and  you  have  the  market  prices  on  their 
regular  pages,  so  let’s  talk  about  that  “motion”.  Is 
there  any  way  in  which  we  can  induce  canners  to 
report  sales,  and  the  real  prices,  more  often?  We  mean 
all  sales,  the  low  as  well  as  the  high.  We  want  them ; 
we  could  use  them  to  your  advantage  and  there  is  no 
law  that  could  prevent  us  from  being  your  clearing 
house,  and  to  your  lasting  advantage.  You  know  your 
confidence  would  be  scrupulously  guarded.  Why  don’t 
you  help  us  serve  you  better — co-operate  fully  with  us  ? 
We  would  not  make  a  penny  out  of  it;  in  fact  it  would 
cost  us  considerable;  but  we  are  willing;  why  are  you 
not? 

And  why  do  you  not  ask  the  Federal  Trade  Commis¬ 
sion  to  compel  brokers  to  accompany  all  quotations 
with  a  truthful  statement  of  the  quality  and  condition 
of  the  goods,  or  the  conditions  under  which  the  seller 
is  compelled  to  sell  them?  It  is  manifestly  unfair 
trading  to  quote  as  they  now  do.  This  is  right  in  line 
with  what  the  Robinson-Patman  law  wants  to  reach, 
but  you  must  ask  for  it. 

And  get  the  picture,  too,  of  a  canner,  presumably  a 
corn  canner,  who  wanted  to  buy  some  corn  and  tried  to 
break  the  market  to  get  it  at  a  Iqw  price,  but  could  not 
find  55  cents  and  had  to  pay  571/2  cents.  Fine  bird,  eh? 

Is  there  sane  and  sensible  work  to  be  done  at  Chicago, 
along  decent  and  better  merchandising?  But  praise 
the  Lord  it  looks  like  the  canners  are  really  getting 
awake.  And  more  power  to  them. 


NEW  YORK  MARKET 

By  “New  York  Stater” 

Special  Correspondent  of  “The  Canning  Trade” 

Improving — Buyers  Need  the  Goods — Grapefruit  Prices  With¬ 
drawn — Tomato  Prices  Stiffen — New  York  Tomato  Juice  Well 
Sold  Up— Buyers  Stocking  for  Canned  Pea  Drive — Corn 
Unchanged — Talking  Salmon  Advance — Shrimp  and  Sardines 
Strong — Fruits  Firm. 

New  York,  January  20,  1939. 

HE  SITUATION — With  the  advance  guard  of  the 
industry  already  moving  on  Chicago  for  the  annual 
food  trade  conventions,  spot  trading  in  canned 
foods  has  tended  to  ease  off  somewhat  this  week.  The 
general  situation,  however,  continues  to  show  slow  but 
steady  improvement,  and  canners  with  “stand-pat”  pro¬ 
clivities  should  find  ample  opportunity  to  exercise  this 
sentiment  when  they  come  together  with  their  buyers 
in  the  Windy  City  next  week.  The  principal  market 
development  of  the  week  was  the  action  of  Florida 
grapefruit  canners  in  withdrawing  prices,  incidental  to 
a  controversy  with  growers  over  fresh  fruit  prices. 

THE  OUTLOOK — With  the  Federal  “two-price” 
plan  out  of  the  way,  and  all  indications  pointing  to 
increased  consumer  purchasing  power  during  the  first 
half  of  1939,  distributors  are  expected  to  widen  their 
commitments  on  canned  foods  to  rehabilitate  inven¬ 
tories  sadly  in  need  of  refurbishing  in  many  instances. 
Thus,  while  buyers  will  probably  talk  low  prices  during 
their  next  few  weeks,  their  need  for  additional  supplies 
is  evident,  and  canners  willing  to  “trade”  should  find 
no  difficulty  in  contracting  for  substantial  quantities 
of  canned  foods  for  delivery  over  the  first  quarter  of 
the  year. 

CANNED  GRAPEFRUIT  —  Dissatisfaction  of 
Florida  growers  with  prices  received  for  grapefruit 
from  canners  has  led  to  a  general  withdrawal  of  prices 
on  new  pack.  The  outcome  of  the  negotiations  will 
likely  be  reflected  in  higher  prices  for  the  canned  prod¬ 
uct.  This  development  will  not  be  unwelcome  to  dis¬ 
tributors,  who  have  been  sorely  plagued  by  the  price 
uncertainty  on  canned  citrus  products  in  recent  weeks. 

TOMATOES  —  Offerings  of  standard  southern  2s 
below  the  60  cents  level  are  becoming  few  and  far 
between,  it  is  reported  here,  and  the  market  is  looking 
better.  On  2V2S,  canners  generally  quote  85  cents  and 
on  3s,  90  cents  is  the  asking  price.  No.  10s  are  generally 
quoted  out  at  a  minimum  of  $2.85,  with  some  still  lo 
be  had  in  a  few  quarters  at  $2.80.  New  York  pack  is 
firm  with  better  buying  reported.  On  tomato  juice. 
New  York  packers  are  reported  well  sold  up  on  top 
grades,  with  fancy  2s  at  55  cents,  20  ounce  at  60  cents, 
24  ounce  at  65  cents,  and  10s  at  $2.50  to  $2.75,  all 
f.  o.  b.  canneries. 

PEAS — The  current  marketing  campaign  of  the  pea 
canners’  cooperative  is  being  closely  watched  by  dis¬ 
tributors.  Many  have  taken  on  additional  supplies  in 
anticipation  of  a  better  movement  during  the  progre-s 
of  the  sales  drive,  and  if  expectations  of  the  packers, 
with  respect  to  increased  consumption,  are  fulfilled, 
buyers  will  be  forced  back  into  the  market  for  replai  e- 
ment  stocks  shortly.  No  price  changes  on  peas  are 
reported  this  week. 
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CORN — The  market  is  still  a  trading  proposition  on 
.-lome  grades,  with  packers  in  some  sections  willing  to 
consider  “bids”  on  fancy  quality  corn.  Insofar  as 
)Osted  prices  are  concerned,  however,  the  market  is 
without  change  on  any  grade  this  week. 

SALMON  —  Packers  are  talking  further  price 
advances  on  pinks,  which  have  now  been  established  on 
the  basis  of  $1.05,  f.  o.  b.  Seattle.  Holdings  of  this 
grade  are  below  average,  and  expected  increased 
domestic  and  export  buying  during  the  spring  months 
is  expected  to  result  in  a  virtual  clean-up  by  the  time 
1939  packing  gets  under  way.  The  situation  with 
respect  to  reds  is  somewhat  different,  insofar  as  sup¬ 
plies  are  concerned,  but  packers  appear  to  have 
established  the  market  at  $1.95,  Seattle,  on  known 
brands.  Chums  are  without  change  this  week,  and 
are  meeting  with  but  light  demand. 

TUNA  —  Reports  from  California  indicate  that 
packers  are  rather  well  sold  up  on  both  light  meat  and 
yellow  fin,  and  the  market  is  strong.  Yellowfin  halves 
are  generally  firm  at  $5.25. 

SHRIMP — The  market  is  showing  continued  strength, 
with  last  week’s  advances  maintained  all  along  the  line. 
Packers’  holdings  are  not  extensive,  and  there  has  been 
some  buying  on  the  advance  by  distributors  whose 
stocks  had  worked  down  close  to  the  vanishing  point. 

SARDINES  —  There  are  no  new  developments 
reported  with  respect  to  sardines  this  week.  Stocks  of 
Maine  fish  are  virtually  cleaned  out  and  prices  are 
nominal.  California  canners  are  getting  a  better 
inquiry,  with  the  market  firming  up. 

PEARS  FIRMER  —  Northwestern  Bartlett  pears 
moved  into  firmer  ground  this  week,  with  canners 
marking  up  standard  2i/^s  to  $1.45,  choice  to  $1.55,  and 
fancy  to  $1.70,  with  lOs  at  $4.90  for  standards  and 
$5.25  for  choice,  all  f.  o.  b.  canneries. 

CALIFORNIA  FRUITS — A  firm  tone  features  the 
market  for  California  canned  fruits,  and  prices  con¬ 
tinue  to  strengthen.  Considerable  business  for  nearby 
shipments,  it  is  understood,  is  now  “in  the  works,”  and 
will  probably  be  closed  during  the  week’s  conventions 
in  Chicago.  Following  the  conventions,  it  would  not  be 
surprising  to  see  a  number  of  new  price  lists  on 
California  fruits,  embodying  both  withdrawals  and 
price  advances  on  some  fruits. 


CHICAGO  MARKET 

By  "Illinois” 

Special  Correspondent  of  “The  Canning  Trade” 

Chicago  Ready  —  Business  Recorded — Peas  Stronger  —  Corn 
Canners  Holding  For  More  Than  Is  Offered — Beets  Slow — 
Sauerkraut  Steady — Grapefruit  Canners  Withdrawn — Interest 
In  Fish — See  Your  Broker  At  the  Convention. 

Chicago,  January  20,  1939. 

HE  CONVENTION — The  Big  Tent  (the  plural  of 
this  word,  i.  e.,  Tents,  would  be  better)  is  up ;  the 
Canning  Clan  is  already  beginning  to  gather ; 
indications  point  to  mild  weather;  the  bosses  of  the 
Big  Show  report  everything  in  readiness  and — when 
you  read  this  column,  the  curtain  will  have  been  rung 
up  and — they’ll  be  off. 

TOMATOES — The  different  brokers  report  more  in¬ 
terest  in  tomatoes  and  some  little  business  has  been 
booked,  especially  on  No.  2V2  extra  standard  tomatoes, 
the  prices  of  which  range  from  95  cents  to  $1.10, 
Indiana  factory. 

CONVENTIONITES — Don’t  forget  the  hand  that  is 
feeding  you — ask  for  quality  canned  foods  when 
ordering  meals,  wherever  you  are. 

Some  sizable  orders  for  No.  2  tin  standards  have  also 
been  confirmed  at  65  cents,  delivered.  Most  of  the 
canners  in  Indiana  and  Ohio  are  holding  at  65  cents, 
factory. 

No.  10  tins  have  had  seasonable  call  and  the  market 
can  be  quoted  from  $2.70  to  $3.00,  factory. 

PEAS — That  a  stronger  market  rules  on  the  stan¬ 
dard  grades,  seems  self  evident.  Buyers  are  continuing 
their  shopping  tactics,  trying  to  obtain  attractive  lots 
on  which  to  make  special  drives  and  campaigns. 

It  is  difficult  to  find  anything  in  the  way  of  a  No.  2 
tin  standard  pe^  at  under  65  cents,  Wisconsin  or 
Indiana  shipping  points. 

No.  1  tins  particularly  standard  and  extra  standard 
No.  3  sieve  and  No.  4  sieve  Alaskas,  are  said  to  be  in 
short  supply  in  the  surrounding  states. 

No.  10  tin  peas  have  been  quiet  with  $3.25  about 
the  lowest  price  that  one  has  heard  of. 

CORN — One  has  difficulty  in  properly  describing  the 
market  conditions  that  surround  this  food  item.  The 
word  drifting  is  about  the  best  one  to  use.  Most  corn 
canners  in  these  parts  (so  it  is  said)  are  determined 
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to  hold  for  more  money  than  today’s  quotations.  No.  2 
standard  white  crushed  can  be  had  only  in  a  limited 
way  at  55  cents,  factory  Ohio.  The  quoted  market  is 
easily  2i/o  to  5  cents  higher. 

That  the  bottom  has  been  reached  on  standard  corn 
seems  to  be  the  concensus  of  opinion.  Indeed  those 
canners  who  are  holding  heavy  stocks  are  determined 
to  obtain  not  less  than  65  cents  or  materially  reduce 
their  packing  next  season. 

Fancy  grades  have  been  commanding  more  attention 
with  some  quotations  noted : 

No.  2  Fancy  Country  Gentleman . $  .80  factory 

No.  2  Fancy  Whole  Kernel  Bantam . 80  factory 

12  oz.  Fancy  Whole  Kernel  Bantam..  .80  factory 

No.  10  Fancy  Whole  Kernel  Bantam..  4.50  factory 

BEETS — This  market  is  slow.  The  volume  of  busi¬ 
ness  is  small.  The  better  Wisconsin  canners,  how¬ 
ever,  are  holding  firm.  The  dullness  keeps  the  situa¬ 
tion  somewhat  unsettled.  No.  2  fancy  diced  beets  have 
been  quoted  out  of  Wisconsin  at  65  cents,  delivered 
Chicago. 

SAUERKRAUT — A  steady  market  rules,  showing 
what  can  be  done  when  canners  get  together  and  really 
make  an  effort  to  stabilize  prices  and  place  their  own 
house  in  order. 

No.  21/2  fancy  sauerkraut  has  been  sold  during  the 
week  under  review  at  65  cents,  factory. 

LIMA  BEANS — Have  not  said  much  in  this  column 
relative  to  lima  beans  lately  as  any  demand  has  been 
of  routine  character  and  interest  in  limas  has  been  at 
a  low  ebb. 

ASPARAGUS — Pressure  to  sell  and  to  clean  up 
broken  lots  from  California  is  the  feature.  The  1938 
opening  is  said  to  have  been  shaded  71/4  to  10  per  cent. 

On  some  items  in  the  line,  as  for  example  No.  1 
square  tin  large  white,  scarcity  rules  and  full  list  is 
available. 

Asparagus  canners  in  Michigan  and  Illinois  are  re¬ 
ported  to  have  cleaned  up  their  last  season’s  pack. 

SPINACH — Adverse  weather  conditions  in  Texas  as 
well  as  the  Ozarks  have  played  a  prominent  part  in 
the  market.  Canners  in  those  districts  have  been  un¬ 
able  to  record  any  winter  pack  and  stocks  are  light. 
Prices  are  the  same  as  previously  reported. 

GRAPEFRUIT  AND  GRAPEFRUIT  JUICE— The 
Florida  Citrus  Commission  early  this  week  established 
a  price  of  32  cents  per  field  box  for  the  fruit.  Accord¬ 
ing  to  reports,  this  advances  the  cost  to  the  canner 
approximately  20  cents  a  field  box  on  fruit  for  juicing 
purposes  and  15  cents  per  field  box  for  the  sectionizing 
fruit.  That  canners  will  have  to  ask  more  for  the 
finished  product  is  a  certainty.  As  this  report  is  filed, 
practically  every  Florida  canner  represented  in  the 
Chicago  market  has  withdrawn  all  quotations. 

The  Rio  Grande  Texas  canners  are  beginning  to  do 
some  real  volume  business  in  juice  and  business  has 


been  confirmed  on  the  basis  of: 

No.  2  Fancy  Natural  Juice . $  .50 

No.  3  Tall  Fancy  Natural  Juice .  1.10 

No.  10  Fancy  Natural  Juice .  2.20 

f.  o.  b.  common  valley  points. 


CALIFORNIA  FRUITS  —  Statistically,  apricots, 
peaches,  fruit  cocktail  and  fruit  salad  are  in  good  posi¬ 


tion  and  favorable  trends  to  the  market  should  soon 
become  pronounced.  Here  are  comparative  pack 


figures : 

1937  1938 

Apricots  .  5,553,213  cs.  1,546,736  cs. 

Y.  C.  Peaches .  12,205,478  cs.  9,445,927  cs. 

Y.  F.  Peaches .  1,042,953  cs.  376,423  cs. 


13,248,431  cs.  9,822,350  cs. 

Fruit  Cocktail  ....  3,221,353  cs.  1,987,841  cs. 

Fruit  Salad  .  1,254,833  cs.  768,590  cs. 

CANNED  FISH — Chicago  as  an  oyster  market 


hardly  counts  any  more.  However,  some  5  oz.  standard 
oyster  business  was  recorded  at  90  cents,  Gulf. 
Salmon — keen  interest  rules  and  the  market  is  in  good 
shape.  Tuna — higher  prices  are  more  than  being  held 
and  with  the  near  approach  of  Lenten  season,  the 
volume  is  expected  to  materially  increase.  Shrimp — 
the  low  prices  that  have  ruled  are  due  for  an  advance, 
so  authorities  say.  Meanwhile,  No.  1  medium  wet  can 
be  had  in  Chicago  at  $1.15. 

THE  FOOD  BROKER — During  the  Convention,  be 
sure  and  contact  your  broker,  Mr.  Canner.  Let  him 
know  that  you  are  interested  in  him.  Sit  down  and 
analyze  your  problem  with  him  and  let  him  tell  you 
something  about  his  problems.  You  will  make  your 
trip  pay  big  dividends  if  you  do  that. 

In  this  column,  your  reporter  has  for  the  past  several 
weeks  recommended  that  the  canner  do  business  with 
a  broker  who  is  a  member  of  the  National  Food  Brokers 
Association.  There  is  a  reason  for  that.  The  canner 
who  has  been  trying  to  beat  the  gun  by  doing  business 
with  the  chiseler,  by  quoting  such  rackets  a  net  price, 
reflecting  the  brokerage,  has  done  a  great  deal  of  harm 
to  the  market  and  has  helped  measurably  toward  the 
developing  of  instability  of  values. 

• 

CALIFORNIA  MARKET 

By  “Berkeley” 

Special  Correspondent  of  “The  Canning  Trade” 

The  Old  Ferry-Service  No  More — Stocks  on  Hand  Tell  Story 
of  Heavy  Consumer  Movement  —  Olive  Prices  —  Indicated 
Acreages  For  1939 — Salmon  in  Splendid  Position — Pineapple 
Well  Sold  Up. 

San  Francisco,  Calif.,  January  19,  1939. 

HANGE — San  Francisco  entered  upon  a  new 
phase  of  her  metropolitan  existence  this  week 
when  electric  train  service  was  inaugurate  ! 
over  the  San  Francisco  Bay  Bridge  which  joins  her  to 
the  East  Bay  suburbs.  Ferry  service,  inaugurate! 
more  than  eighty  years  ago,  has  been  done  away  excel  t 
to  a  limited  extent,  and  this  will  be  available  only  io 
those  arriving  by  steam  trains  from  distant  point .. 
Lower  California  street,  where  the  canned  foods  indu  - 
try  centers,  feels  the  change  and  thousands  of  i  s 
workers  must  learn  new  habits  and  journey  to  a  ne  v 
terminal.  A  picturesque  feature  of  San  Francisco  li  e 
fades  away  to  meet  the  demands  for  speed.  A  dozt  n 
cities  find  themselves  linked  together  in  one  great 
metropolis. 
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STOCKS  —  Early  in  the  month  statistics  were 
released  showing  the  packs  of  fruits  and  vegetables 
for  California  in  1938,  and  illustrating  in  quite  a  strik¬ 
ing  manner  how  canners  scaled  down  operations  in 
close  keeping  with  market  requirements.  During  the 
week  figures  were  made  available  showing  total  stocks 
of  fruits  on  hand,  both  sold  and  unsold  and  total  stocks 
of  unsold  as  of  January  1,  1939.  These  tell  the  story 
of  the  heavy  business  done  since  June  1,  1938.  Of 
special  interest  was  the  movement  and  sale  of  cling 
oeaches  during  this  period,  the  heaviest  since  1928. 
In  all  instances,  stocks  have  been  figured  to  the  No. 
2V2  basis. 

Sold  and  unsold  stocks  of  apricots  on  hand  the  first 
of  the  year  were  1,508,999  cases,  of  which  1,186,369 
cases  were  unsold.  Cherries  were  80,152  cases  sold  and 
unsold,  with  55,707  cases  unsold.  Pears  were  868,845 
and  669,637  cases,  in  these  respective  listings.  Free¬ 
stone  peaches,  486,998  and  418,583;  cling  peaches, 
6,970,101  and  5,716,409;  fruits-for-salad,  444,824  and 
300,671,  and  fruit  cocktail,  1,411,724  and  1,040,707. 

The  movement  of  apricots  from  June  1,  1938  to 
January  1,  1939,  was  2,342,684  cases;  that  of  cherries, 
250,894;  pears,  1,124,308;  freestone  peaches,  324,256; 
clingstone  peaches,  8,053,435;  fruits-for-salad,  752,736 
and  fruit  cocktail,  1,856,351. 

OLIVES — Prices  on  Del  Monte  Brand  California 
ripe  olives  have  been  brought  out  by  the  California 
Packing  Corporation,  as  follows:  Large,  buffet,  80 
cents;  No.  1  tall,  $1,271/4,  and  No.  10,  $7.75.  Extra 
large,  buffet,  821/2  cents;  No.  1  tall,  $1.35,  and  No.  10, 
$8.25.  Mammoth,  No.  1  tall,  $1.55,  and  No.  10,  $9.60. 
Giant,  No.  1  tall,  $1.70,  and  No.  10,  $10.25.  Jumbo,  No. 

1  tall,  $1.85,  and  No.  10,  $11.50.  Colossal,  No.  1  tall, 
$2.25,  and  No.  10,  $13.50,  and  Super  Colossal,  No.  1 
tall,  $2.50.  Prices  average  very  close  to  those  of  last 
year,  being  a  little  higher  on  some  items  and  lower  on 
others. 

PRICES — New  spot  prices  on  fruits-for-salad  and 
packers  on  their  featured  brands.  For  fruits-for-salad 
fruit  cocktails  have  been  brought  out  by  several 
these  are:  Buffet,  72^/2  cents;  No.  1,  $1.25;  No.  2, 
$1.62 ;  No.  21/2>  $2.15,  and  No.  10,  $7.35.  Fruit  cock¬ 
tail,  buffet,  65  cents;  No.  1,  $1.10;  No.  2,  $1.45;  No. 
21/2,  $1,871/2,  and  No.  10,  $6.45. 

SALMON — Canned  salmon  is  considered  to  be  in  a 
splendid  position  statistically  by  those  directly 
interested  in  its  movement,  with  prospects  bright  for 
a  very  close  cleanup  this  season.  Unsold  stocks  on 
h  md  December  31,  1938,  were  2,769,415  cases,  against 

4  039,451  a  year  earlier.  The  principal  holdings  are 
c  jnfined  to  a  few  hands. 

PINEAPPLE — Quite  a  few  items  in  Hawaiian  pine- 
a  )ple  are  so  closely  sold  up  that  deliveries  are  contin- 
g  'nt  on  receipt  of  shipments  from  the  Islands.  While 
n  »  pack  statistics  have  been  released  for  several  years, 
s  ipments  for  the  year  give  a  fairly  close  check  on  the 
0  itput.  In  1938  about  15,500,000  cases  of  fruit  and 
j'»  ice  left  the  Islands. 

ASPARAGUS — The  Federal-State  Crop  Reporting 

5  Tvice  places  the  prospective  spinach  acreage  for 
c;  nning  purposes  for  1939  at  8,124  acres,  for  Cali¬ 


fornia,  or  more  than  2,000  acres  less  than  the  acreage 
planned  for  1938.  Frequently,  the  acreage  actually 
harvested  is  well  below  the  acreage  planted,  weather 
conditions  having  much  to  do  with  this.  Fewer 
packers  will  handle  spinach  this  year,  than  in  a  long 
time  and  efforts  will  be  concentrated  on  a  quality  pack. 

• 

TEXAS  RIO  GRANDE  VALLEY  MARKET 

By  “Rio  Grande” 

Special  Correspondent  of  “The  Canning  Trade" 

New  Tree-Prices  for  Grapefruit — Low  Sellers  Caught — Half 
the  Season  Has  Gone  and  Little  Done — Market  Now  Up  to 
the  Better  Canners — A  Tip  to  the  Brokers. 

McAllen,  Texas,  January  19, 1939. 

HE  SITUATION — Under  what  is  known  as  the 
“McDonald  Plan,”  Texas  grapefruit  for  juicing 
purposes  has  been  set  by  law  at  a  minimum  price 
of  $3.50  per  ton  on  the  tree,  or  an  average  of  $5.00  per 
ton,  delivered,  cannery.  Of  equal  importance  is  the 
fact  that  fresh  fruit  has  been  set  at  a  minimum  price 
of  $10.00  per  ton  on  the  tree,  and  “pink”  grapefruit  at 
$15.00  per  ton. 

It  means  the  poverty  manufacturers  who  have  been 
ruthlessly  quoting  distress  prices  are  being  brought 
face  to  face  with  themselves,  for  they  cannot  afford  to 

CONVENTIONITES — Don’t  forget  the  hand  that  is 
feeding  you — ask  for  quality  canned  foods  when 
ordering  meals,  wherever  you  are. 

pay  $3.50  to  the  grower  if  they  confirmed  at  471/2 
cents,  or  even  50  cents,  for  they  were  depending  upon 
$2.00  fruit.  And  to  further  their  worries,  it  is  claimed 
by  many  that  the  fruit  is  not  producing  the  per  ton 
yield  of  juice,  which  in  average  seasons  is  around  25 
cases  per  ton,  but  perhaps  only  22  cases  this  season. 
And  it  means  that  those  who  held  to  their  pre-season 
prices,  and  thus  have  sold  nothing,  have  not  even 
operated,  may  soon  have  a  stabilized  price.  While  the 
law  says  you  can’t  pay  less  than  $3.50  per  ton  on  the 
tree,  it  is  too  much  to  expect  that  any  will  pay  more, 
and  thus  with  all  other  prices  equal,  and  with  the 
1938-39  packing  time  half  over,  and  with  hardly  400,- 
000  cases  on  the  basis  of  24/2’s  packed,  there  is  every 
reason  to  believe  that  prices  will  not  only  become 
stabilized,  but  rise. 

The  grapefruit  juice  industry  is  now  at  a  virtual 
standstill,  and  all  indications  point  to  a  good  two  weeks 
passage  before  the  stabilization  program  takes  full 
effect.  And  thus  two  more  weeks  will  be  gone  from 
the  pack,  and  possibly  it  will  be  February  1st,  before 
anything  like  full  production  will  be  underway. 

It  should  mean  that  the  pack  will  be  greatly  under 
that  of  last  season,  some  say  perhaps  only  half  as 
much,  and  after  the  pack  is  over — it  was  over  around 
the  middle  of  March  last  year — prices  may  gradually 
rise. 

THE  PRICE — The  last  few  days,  just  prior  to  an¬ 
nouncement  of  the  $3.50  minimum  price,  it  appeared 
that  No.  2  unsweetened  grapefruit  juice  had  estab¬ 
lished  itself  around  47 cents  to  50  cents,  f.  0.  b. 
Valley.  Several  canners  are  known  to  have  accepted 
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up  to  50,000-60,000  cases  at  these  prices.  But  what 
the  price  will  re-establish  itself  at,  it  is  impossible  to 
state.  But  one  thing  seems  certain:  Those  who  were 
quoting  at  471/2  cents  now  seem  to  have  their  quota 
contracted,  those  who  weren’t,  but  who  realized  that 
there  were  too  many  important  factors  trying  to  raise 
the  fruit  price,  still  have  sold  nothing,  but  now  fully 
intend  to  do  so. 

The  brokers  themselves  had  better  wake  up.  One 
of  the  largest  packers  down  here  has  bought  100  trucks 
and  is  setting  up  his  own  distribution  system — around 
the  broker.  There  is  a  great  amount  of  juice  that  has 
been  sold  direct  to  the  buyers,  especially  so  toward 
the  last  of  the  past  season,  because  the  low  prices  did 
not  justify  5  per  cent  brokerage — and  the  broker  in 
the  case  would  not  reduce  his  fee.  And  no  doubt  there 
is  some  feeling  over  the  fact  that  during  the  whole 
decline  of  the  juice  market,  not  once  did  the  broker 
write  about  any  higher  prices,  only  lower  ones — a 
Roman  holiday. 

CONVENTIONITES — Don’t  forget  the  hand  that  is 
feeding  you — ask  for  quality  canned  foods  when 
ordering  meals,  wherever  you  are. 

GULF  STATES  MARKET 

By  “Bayou” 

Special  Correspondent  of  "The  Ca/nnmg  Trade" 

Shrimp  Production  Small — Prices  Too  Low — ^Taking  Oysters  As 
Fast  As  Canned — Where  Do  Shrimp  Go  in  Winter? 

Mobile,  Ala.,  January  18,  1939. 

HRIMP — Production  of  shrimp  was  at  a  low  ebb  on 
the  Alabama  coast  this  past  week,  due  to  weather 
conditions  and  very  few  shrimp  were  canned. 

Louisiana  and  Texas  had  a  good  many  shrimp  and 
dealers  were  able  to  make  carload  shipments  of  raw, 
headless  shrimp  to  the  Northern  and  Eastern  markets, 
but  the  price  is  still  very  low,  and  in  some  cases  it  is 
below  the  cost  of  production. 

It  is  hard  to  determine  at  this  time  whether  there  is 
an  overproduction  of  shrimp  or  underconsumption,  yet 
the  results  are  the  same.  One  sure  thing  is  that  the 
trade  is  buying  very  lightly  and  has  failed  to  absorb 
the  amount  produced,  hence  the  cold  storage  in  large 
cities  are  pretty  well  stocked  up  with  raw,  headless 
shrimp. 

The  same  applies  to  canned  shrimp.  There  has  not 
been  as  many  shrimp  canned  this  year  as  last,  but  the 
market  has  not  absorbed  what  has  been  canned,  which 
leaves  a  surplus  in  the  warehouses  of  the  packers. 

The  price  of  U.  S.  certified  canned  shrimp  is  $1.10 
per  dozen  for  No.  1  small ;  $1.15  for  No.  1  medium,  and 
$1.20  for  No.  1  large,  f.  o.  b.  factory. 

OYSTERS — Canned  oysters  must  be  in  good  de¬ 
mand,  because  the  factories  are  taking  all  of  the  oysters 
they  can  get  and  are  operating  full  time.  They  don’t 
stay  long  in  the  warehouses  of  the  packers  either,  which 
indicates  that  canners  must  be  finding  ready  sale  for 
them.  The  new  pack  oyster  is  10  cents  per  dozen 
cheaper  than  they  were  last  season,  and  this  may  be 
helping  to  move  them. 


The  weather  is  cold  this  week,  which  should  enable 
the  factories  to  can  a  good  many  oysters.  The  yield  is 
good  and  a  first  class  pack  is  being  turned  out. 

The  price  of  canned  oysters  is  90  cents  per  dozen 
for  five  ounce  and  $1.80  for  ten  ounce,  f.  o.  b.  factory. 

WHERE  DO  ADULT  SHRIMP  GO  IN  WINTER?— 
This  is  a  question  that  has  gone  unanswered  for  many 
years,  but  the  U.  S.  Bureau  of  Fisheries  boat  “Peli¬ 
can”,  which  has  been  doing  research  work  along  the 
Guif  Coast  for  the  past  two  years  has  discovered  that 
good  quantities  of  jumbo  shrimp  are  found  in  the  bot¬ 
toms  or  banks,  about  thirty-five  miles  off  the  central 
Louisiana  coast,  between  Ship  Shoal  and  Trinity  Shoal 
Buoys. 

The  water  in  these  new  shrimp  bottoms  is  about  55 
feet  deep  and  while  the  depth  of  the  water  is  not  exes- 
sive  for  the  ordinary  shrimp  trawler,  yet  the  distance 
from  the  mainland  is  too  far  for  the  present  type  of 
shrimp  trawl  boats  to  travel,  as  they  are  all  shallow 
draft  and  built  for  fishing  in  the  bays  and  lakes.  It 
takes  deep  draft  vessels  from  70  to  80  feet  long  to 
venture  that  distance  in  the  Gulf. 

It  is  evident  from  the  reports  thus  far  made  by  the 
research  officials,  that  the  adult  shrimp  hunt  the  deep, 
warm  salty  waters  of  the  Gulf  in  the  cold  winter 
months,  and  return  to  the  shallow  waters  of  the  bay 
and  lake  in  the  balmy  days  of  spring  to  spawn. 

This  being  the  case,  a  conservation  law  should  be 
enacted  to  have  a  closed  season  in  the  spring  and  sum¬ 
mer  months  in  order  to  protect  the  adult  shrimp  while 
with  roe,  or  eggs,  in  the  spring  and  then  protect  the 
baby  shrimp  in  the  summer  until  they  get  of  sufficient 
size  in  September. 

• 

NEGLECTING  A  GREAT  STAPLE 

(Continued  from  page  15) 

the  letter  heads  they  use,  and  pattern  after  them  as  far 
as  possible. 

In  the  body  of  your  letter  set  forth  the  values  you 
offer;  tell  why  your  goods  are  worth  more  than  the 
market;  offer  to  sample  all  interested.  Above  all  else 
state  you  are  starting  a  campaign  to  better  acquaint 
your  trade  with  the  extra  values  in  your  product. 
Provided  of  course,  you  honestly  have  them.  You  will 
sell  more  green  beans  in  cans  as  you  create  the  desire 
in  the  minds  of  your  representatives  to  sell  more  of 
them.  You  can  best  do  this  by  assuring  them  in  no 
uncertain  manner  that  your  product  is  better  than 
average,  and  then  backing  up  your  assurances  wilih 
the  goods. 

TOO  LATE  TO  CLASSIFY 

FOR  SALE — We  offer  the  following  machinery  bargains:  :ix 
40x78  (extra  deep)  Closed  Retorts  in  first  class  condition,  com¬ 
plete  with  thermometer,  steam  guage  and  safety  valve,  fi":;ed 
with  valves  and  pipe  for  cooling  under  pressure;  three  Can 
Crates  with  each  Retort.  Five  Single  Peerless  Corn  Huskers  in 
fair  condition.  One  Rotary  Com  Silker.  One  Sterling  Veget..ble 
Dicer.  One  No.  1  Four  Pocket  Corn  Cooker  Filler,  little  used. 
One  No.  1  and  8  oz.  combined  Knapp  Labeling  Machine.  One 
Steam  Hoist  with  ten  foot  arm.  One  Horizontal  Stencil  Mach  ne, 
five  lines,  %  inch  letters,  in  perfect  condition.  We  are  offeiing 
one-half  interest  in  our  large  and  well  equipped  plant  at  a 
very  attractive  figure.  E.  B.  Gill  Canning  Co.,  Inc.,  Central 
Lake,  Mich.  See  Mr.  Gill  at  the  Convention. 
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CANNED  FOOD  PRICES 


All  Prices  quoted  F.  O.  B.  Factory 

Prices  given  represent  the  high  and  low  canners’  selling  price 
of  the  current  week,  subject  to  the  customary  cash  discounts. 
Quotations  per  dozen  unless  otherwise  noted.  “Eastern” 
quotations  for  Atlantic  Coast  States  east  of  Ohio  River; 
“Central”:  Central  States  West  of  Ohio  River  to  Mountain 
States;  “West  Coast”:  Mountain  and  Pacific  Coast  States. 

Quotations  on  this  page  are  for  spot  goods.  For  future 
quotations  see  market  reports. 


Canned  Vegetables 


ASPARAGUS 

White  Coloesal,  No.  2% . 

Large,  No.  . . . 

Medium,  No.  2V^ . 

Green  Mam.,  No.  2  ro.  cans . 

Medium,  No.  1  tall . .  . 

Large,  No.  2 . .  . 

Tips,  White,  Mam.  No.  1  sq . 

Small,  No.  1  sq . 

Green  Mam.,  No.  1  sq . 

Small,  No.  1  sq . . .  ...... 

Green  Tips,  60/M,  2s .  1.86 

Green  Tips,  40/60,  2s .  2.00 

Green  Cuts  and  Tips,  2s . 

Green  Cuts  and  Tips,  10s .  7.25 

Green  Cuts,  2s .  1.06 


Eastern 
Low  High 


2.10 

2.60 


STRINGLESS  BEANS 

Fancy  French  Cot  Green,  No.  2 

No.  10  . . 

Ehc.  Std.  Cut  Green,  No.  2....... 

No.  10  . . 

Std.  Cut  Green,  No.  2 . . 

No.  10  . . 

Fancy  Whole  Green,  No.  2...... 

No.  10  . — 

Ex.  Std.  Whole  Green,  No.  2.... 

No.  10  . 

Fancy  Cut  Wax,  No.  2............. 

No.  10  . . 

Ex.  Std.  Cot  Wax,  No.  2......„m 

No.  10  . 

Std.  Cut  Wax,  No.  2 . 

No.  10  . 

Fancy  Whole  Wax,  No.  2 . 

No.  10  . . . . 

Ex.  Std.  Whole  Wax,  No.  2...... 

No.  10  . 

Std.  Whole  Wax,  No.  2 . 

No.  10  . 

Red  Kidney,  Std.,  No.  2 . . 

No.  10  . . . 


.90 

4.60 

.GO 

2.85 

.55 

2.65 

.95 

4.50 

.80 

4.00 

.80 

4.00 

.70 

3.35 

.65 

3.26 

1.06 


1.00 

5.00 

.85 

3.00 

.60 

2.75 
1.20 
5.50 
1.10 

4.76 
.95 

4.76 

.76 

4.15 

.70 


1.20 


.60 

2.70 


LIMA  BEANS 

No.  2  Tiny  Green .  1.25 

No.  10  . .  7.00 

No.  2  Fancy  Small  Green .  1.15 

No.  2  Medium  Green..................  1.15 

No.  10  _ _  5.25 

No.  2  Green  &  White. . «...  .72^ 

No.  10  . . .  4.26 

No.  2  Freeh  White . . . 70 

No.  10  . . .  3.76 

No.  2  Eloak^ . 67% 


1.67% 

7.50 

1.26 

1.15 

6.00 

.97% 

4.87% 

.80 

4.25 


TEETS 

\  .  hole.  No.  2 . 

No.  2%  . — . 

No.  10  _ 

E  d.  Cut,  No.  2 _ 

No.  2%  _ 

No.  10  _ 

I  .‘.ncy  Cut,  No.  2. . 

No.  2% - 

No.  10  _ 

E  d.  Sliced,  No.  2 _ 

No.  2%  . . . 

No.  10  _ 

I  incy  Sliced,  No.  2.. 
No.  10  . . 


2.50 

.65 

.85 

3.25 

.76 


2.70 


C  vRROTS 

E  i.  Sliced,  No.  2 _ 

Na  10  _ 

S  1.  Diced,  No.  2........«.... 

<0.  10  . . . . 

P  AS  AND  CARROTS 

s  :.  No.  2 . . 

P'  :jcy  No.  2 . . . . 


3.26 

.76 

3.26 


.75 

3.60 

.65 

3.00 


.90 

3.76 

.80 

3.60 


4.26 

.76 

3.25 


Central 
Low  High 


2.10 

2.30 

1.66 


2.16 

2.36 

1.76 


.76  1.00 

.  1.20 

3.26  3.50 

.67%  .62% 
.76  .86 


.62%  .66 
2.76  3.00 


West  Coast 
Low  High 


2.46 

2.60 

2.46 

2.40 

OH 

2.40 

2.16 

2.20 

2.00 


2.66 

2.60 

2.60 

2.60 


2.60 

2.46 

2.26 

2.26 

2.40 


1.10 

1.10 

1.20 

5.00 

.70 

.80 

.90 

1.00 

.65 

.70 

.76 

.80 

3.00 

3.35 

3.25 

3.50 

1.16 

1.40 

1.25 

1.76 

4.75 

4.85 

5.26 

1.20 

1.20 

6.25 

6.26 

.90 

.95 

4.60 

6.00 

.80 

.90 

4.00 

4.50 

.70 

.76 

3.60 

1.06 

4.76 

1.20 

1.00 

1.16 

.67% 

.65 

2.65 

3.26 

1.35 

1.60 

1.50 

1.30 

1.16 

1.30 

1.25 

1.25 

.95 

.90 

.90 

3.76 

4.00 

.72% 

.80 

.90 

.96 

.60 

.66 

.86 

1.35 

.90 

1.60 

---Tttr 

3.26 

6.00 

.66 

.70 

.55 

.65 

.65 

.76 

2.60 

3.00 

.85 

.90 

1.10 

_ 

3.36 

.65 

.76 

.96 

3.00 

3.26 

3.60 

.65 


CANNED  VEGETABLES— Continued 


CORN — Wholegrain 

Yellow,  Fancy  No.  2...... _ _ 

No.  10  _ 

Ehc.  Std.  No.  2 . . 

No.  10  . . . 

Std.  No.  2^ _ _ 


Eastern 
Low  High 


.80  .87% 

4.50  5.00 

.72%  . 


Central 
Low  High 


.80 

4.50 


.95 

6.60 


No.  10  . .  .  .  . 

White,  Ex.  Std.  No.  2 _ 

.65  .76 

No.  10  _ 

Std.  No.  2  _ _ 

.60  .62% 

No.  10  . . 

Shoei>eg,  Fancy  No.  2......»...._ 

.76  .85 

Na  10 _ 

6.00  5.00 

Ex.  Std.  No.  2....................__ 

.70  .76 

No.  10 _ 

Std.  No.  2 _  _ 

.62%  .70 

CORN — Creamstyle 

Yellow,  Fancy  No.  2..............-.^. 

.72%  .87% 

.75 

.96 

No.  10  . . 

.  4.25 

4.26 

6.00 

Ex.  Std.  No.  2 _ 

.70  .70 

.65 

.70 

No,  10  .  . . .  _ 

.  4.26 

3.50 

4.00 

Std.  No.  2 . .  . 

fiO  . 

.60 

No.  10  . . . 

3.60 

White,  Fancy  No.  2„ . . 

.72%  .87% 

.80 

.95 

No.  10  . 

4.12%  4.25 

Ex.  Std.  No.  2 . . 

.60  .65 

.65 

.70 

No.  10  _ 

3.30  . 

3.25 

4.00 

Std.  No.  2 _ 

.57%  .60 

.57% 

.65 

No.  10  . . 

3.20  . 

3.25 

3.40 

HOMINY 

Std.  Split,  No.  1,  Tall _ 

No.  '2%  _ _ _ 

.77%  .86 

.60 

.65 

No.  lb  . . . 

2.00  2.60 

2.00 

2.36 

MIXED  VEGETABLES 

Fey.,  No.  2 . 

No.  10  . 

Std.,  No.  2 . . 

No.  10  . . 


.76  .86 

4.00  4.60 

.66  .76 

3.00  4.00 


10s 


2.70 


.67%  .80 
.80  1.10 


1.06  1.20 


PUMPKIN 

Fancy,  No.  2 . 

No.  2%  _ 

No.  S  _ 

No.  10  _ 

SAUER  KRAUT 
Fancy,  No.  2.. 

No,  2% _ 

Na  3  - 

No.  10  _ 

SPINACH 

*^No!  2%"“Z13Z!“Z!ZZZ 

SUCCOTASH 

Std.  No.  2.  Gr.  Com,  Dr.  Limas. 
Std.  No.  2.  Gr.  Com,  Fp.  Limas. 
Triple,  No.  2 _ _ _ 


Weat  CoMt 
Low  High 


.76 

.90 

.96 


.85 

1.10 


PEAS 

No.  2  Fancy  Sweets,  2s . 

1.12%  1.26 

1.16 

1.35 

1.10 

1.40 

No.  2  Fancy  Sweets,  3s . . 

1.00  1.10 

1.05 

1.20 

1.00 

1.30 

No.  2  Fancy  Sweets,  4s . 

.92%  .95 

.96 

1.25 

1.00 

1.20 

No.  2  Fancy  Sweets,  6s . 

.85  .95 

.90 

1.16 

1.06 

1.10 

No.  2  Ex.  Std.  Sweets,  2s...... _ 

.92%  . 

.90 

1.26 

1.16 

1.20 

No.  2  Ex.  Std.  Sweets,  3s.......... 

.87%  .90 

.80 

1.10 

.96 

1.16 

No.  2  Ex.  Std.  Sweets,  4s.......... 

.82%  .86 

.76 

1.10 

.90 

1.10 

No.  2  Ex.  Std.  Sweets.  6s.......... 

.77%  .82% 

.77%  1.00 

1.00 

1.06 

No.  2  Std.  Sweets,  2s . 

.86 

1.00 

No.  2  Std.  Sweets,  3s . 

.90  . 

.80 

.96 

i.iii 

1.16 

No.  2  Std.  Sweets,  4s _ _ _ 

.86  . 

.77%  1.00 

.80 

1.10 

No.  2  Std.  Sweets,  6s . 

.67%  . 

.70 

.80 

.76 

.95 

No.  10  Std.  Sweets,  2s . 

5.00 

6.76 

No.  10  Std.  Sweets.  Ss . 

6.00 

6.26 

4.76 

6.00 

No.  10  Std.  Sweets,  4s . . 

4.26 

4.76 

4.60 

4.76 

No.  10  Std.  Sweets,  6s . — 

4.26  . 

3.60 

4.75 

4.26 

4.60 

No.  2  Fey.  Alaska,  Is . 

1.30  . 

1.30 

1.40 

1.40 

1.60 

1.26  1.60 

1  9.(i 

No.  2  Fey.  Alaskas,  3s...._.... _ 

1.00 

1.10 

1.20 

1.30 

No.  2  Ex.  Std.  Alaskas,  Is...... 

1.06  . 

1.06 

1.26 

1.26 

1.30 

No.  2  Ex.  Std.  Alaskas.  2s.«.„ 

1.00  . 

.85 

1.10 

1.20 

1.30 

No.  2  Ex.  Std.  Alaskas,  Ss....„ 

.72%  .80 

.80 

1.10 

1.20 

No.  2  Ex.  Std.  Alaskas.  4s....« 

.72%  .86 

.76 

.90 

.95 

1.10 

No.  2  Ex.  Std.  Alaskas,  6s...... 

1.00 

1.06 

Na  10  Ex.  Std.  Alaskas.  Is...... 

6.26 

. 

. . 

No.  10  Ex.  Std.  Alaskas,  2s.„... 

6.00  6.26 

6.50 

6.60 

. 

. 

No.  10  Ex.  Std.  Alaskas,  8s..„ 

4.00  . 

4.00 

5.60 

No.  2  Std.  Alaskas,  2s . 

.75 

.80 

1.00 

No.  2  Std.  Alaskas,  8s . 

.70  .70 

.70 

.77% 

.90 

1.00 

No.  2  Std.  Alaskas,  4s . 

.65  .65 

.66 

.70 

.86 

.90 

No.  2  Std.  Alaskas,  6s..„ . 

.65 

.65 

.80 

.90 

No.  10  Std.  Alaskas,  Is............. 

6.00  . 

. 

. 

No.  10  Std.  Alaskas.  2s _ 

4.00  4.60 

6.00 

. 

No.  10  Std.  Alaskas,  8s.. . 

3.50  3.75 

3.76 

4.60 

4.50 

4.76 

Na  10  Std.  Alaskas,  4s............. 

3.15  3.50 

3.26 

4.00 

4.26 

4.60 

No.  10  Std.  Alaskas,  6s . 

. 

_ _ 

_ _ 

4.00 

4.60 

.60  . 

.90 

.95 

Soaked,  2s  . . . 

.42%  . 

.60 

.60 

.67% 

.60 

2.25  . 

2.60 

3.50 

Blaekeye,  2s,  Soaked . . 

.67%  ....... 

.66 

_ _ 

. 

.80 

.65 

.70 

.85 

1.00 

.80 

.86 

3.60 

^40 

2.60 

.60 

.66 

.62% 

.66 

.65 

.70 

.66 

.76 

.80 

1.86 

2.25 

2.60 

^86 

STo 

2.60 

.76 

.77% 

.65 

.70 

.90 

.96 

.96 

1.00 

.86 

.90 

1.06 

1.16 

3.10 

3.35 

2.90 

3.26 

3.40 

4.30 
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SWEET  POTATOES 

Eastern 

Low  High 

.6714  .70 

Central 

Low  High 

West  Coast 
Low  High 

CANNED  FRUITS— Continued 

Eastern  Central 

Low  High  Low  High 

West  Coast 
Low  High 

.86 

.87% 

FRUITS  FOR  SALAD 

2.76 

koo 

Fc»..  No.  2%.  _  _  __ 

2.16 

2.20 

.76 

.76 

1.20 

1.20 

No.  10  >..  _  ..  _  _ 

7.36 

7.76 

No.  2%  - 

.97%  1.10 

1.00 

1.60 

1.60 

BLACKBERRIES 

3.25 

3.60 

Std.,  Now  2 _ 

No.  8 

No.  10,  water.„_...,......„._...„ 

No.  2,  Preserved^......... _ _ 

No.  2,  Syrup....^.....,.....  .. 

1.10 

sieo 

1.16 

iiie 

TOMATOES 

.90 

1.05 

1.10 

Solid  Pack 
.90  .95 

— 

— 

— 

'Kn’9.X^  .. . . - 

1.20 

1.25 

1.36 

1.20 

1.27% 

. 

3.76 

4.00 

.46 

.47% 

.80 

1.10 

.76 

BLUEBERRIES 

No.  2  ' . . . . 

.67% 

.95 

.80 

1.25 

.67% 

.95 

.97% 

No.  2  . . . 

1.35 

1.46 

1.46 

1.60 

•»••••. 

No.  8  . . 

3.25 

3.60 

3.00 

3.60 

'3.10 

— 

No.  10  . . . . . 

4.85 

6.76 

6.60 

6.00 

Std.,  No.  1 . - . . 

.38 

.42% 

.40 

.42% 

With  puree 
.60  .62% 

CHERRIES 

1.07% 

1.10 

No.  2  ......................................... 

.60 

.65 

.66 

.67% 

.65 

.65 

Std.,  White,  Syrup,  No.  2...... _ 

No.  2%  . . . 

.85 

.90 

.85 

.90 

.80 

.82% 

"  . 

.90 

1.00 

.97% 

i.io 

6.35 

1.20 

5.60 

1.10 

5.26 

1.20 

6.50 

1.36 

6.00 

2.10 

1.90 

1.80 

1.36 

10  . 

2.85 

3.10 

2.70 

3.00 

2.65 

2.76 

TOMATO  PUREE 

R.  A.  Fey.,  No.  2% . . 

2.16 

2.16 

1.86 

Choice,  No.  2%..„ . . 

Std.,  No.  1,  Who.  St.  1.04 . 

Kn  1  0  . . 

.40 

3.00 

.40 

3.00 

3.60 

3.00 

3.26 

Std.,  No.  2% . . 

std..  No.  1.  Trim  1.036 - 

No.  10  . 

TOMATO  JUICE 

.37% 

2.75 

.35 

2.50 

.40 

2.76 

.62% 

2.76 

2.80 

GOOSEBERRIES 

Std.,  No.  2 . . 

1.60 

No.  10  . . 

Na  1  . . . 

.40 

.45 

.40 

.50 

.62% 

.66 

.55 

.70 

.70 

.75 

.70 

.72% 

2.80 

RASPBERRIES 

2.50 

3.00 

3.00 

3.26 

2.66 

1.46 

6.00 

1.60 

1.65 

7.00 

1.65 

TURNIP  GREENS 

No.  10  . . 

7.26 

7.60 

.76 

.90 

3.35 

.66 

.85 

2.90 

.67% 

.90 

3.00 

Red,  Water,  No.  2...„ . . 

No.  2%  . 

No.  10  . 

3.75 

No.  10  . . 

Black,  Syrup,  No.  2 . . 

7.26 

1.76 

7.60 

6.00 

1.40 

1.60 

7.00 

2.10 

Canned  Fruits 

APPLES 


No.  10,  water . 

No.  10,  standard  heavy  pack.... 
No.  10,  fancy  heavy  pack . 

APPLE  SAUCE 

No.  2  Fancy . 

2.35 

2.55 

2.85 

.70 

3.00 

2.90 

3.25 

.80 

3.25 

.70  . 

3.36  . . 

2.90 

2.76 

3.00 

3.00 

.60 

2.75 

APRICOTS 

No.  2%,  Fancy . . 

1.65 

1.36 

1.70 

1.40 

No!  2%,  Std . 

1.20 

1.25 

STRAWBERRIES 

Ex.  PrcB.,  No.  1 . .  .  .  .......  . 

No.  2  . . . .  . .  . 

Pres.,  No.  1 . . .  .  . 

No.  2  . . . 

Std.,  Water,  No,  10 . . .  .  .  6.26  7.00 


Canned  Fish 

HERRING  ROE 

10  02.  . . . . 70  

No.  2,  19  02. . . . .  1.25  

No.  2,  17  02 _  1.12%  . 

LOBSTER 


GRAPEFRUIT  SECTIONS  Florida  Texas 

8  02 . . .  . 

No.  2  . . .  . 

No.  6  .  . 

GRAPEFRUIT  JUICE 

8  02 . .  .  . 

No.  1  . . .  . 

No.  800  .  . 

No.  2  . 

No.  6  . . .  . 

PEARS 


Keifer,  Std.,  No.  2% .  1.35  1.36 

No.  10  . 

Choice,  No.  2% . 

No.  10  . . . 

Bartlett,  Fancy,  No.  2% .  1.70  1.90 

Choice,  No.  2% .  1.45  . 

Std.,  No.  2% .  1.32%  . 

No.  10,  Water . 

No.  10,  Syrup - -  4.60  5.35 

No.  10  Pie,  S.  P . 


PEACHES 

Fey.,  Y.  C.,  No.  2% . . 

Choice,  No.  2% . . 

Std.,  No.  2% . . 

Ex.  Std.,  Slic.  Yel.,  No.  1  Tails 

Seconds,  Yel.,  No.  2%.... . 

No.  10,  Fancy . 

Peeled,  No.  10,  Solid  Pack.... 

PINEAPPLE 

Hawaiian,  Slic.,  Fancy,  No.  2.. 

No.  2%  . . 

Std.,  No.  2 . . 

No.  2%  . . . 

Sliced,  Standard,  No.  10 . 

Shredded,  Syrup,  No.  10 . 

Crushed,  Ex.  Std.,  No.  10 . 

PINEAPPLE  JUICE 

Buffet  . . 

No.  211  . . 

No.  2  . . 

No.  2%  _ 

46  02 . 

No.  10  _ _ _ _ 


California 


1.70 

1.56 

1.46 

3.26 

3.60 

6.60 

6.76 

3.25 

3.60 

1.30 

1.46 

1.20 

1.35 

1.10 

1.20 

.77% 

.80 

1.00 

1.10 

4.30 

4.76 

4.00 

4.35 

1.60 

1.80 

1.40 

1.66 

5.86 

6.10 

.62% 

.72% 

_ _ 

1.06 

_ _ 

1.60 

2.40 

_ 

6.00 

Flats,  1  lb. 

%  lb . 

%  lb . 


OYSTERS 

Std.,  4  02.....„ — 

6  02.  . . — . 

8  02.  ........ — 

10  02.  ............. 

Selects,  6  os....... 


6.60 

6.50 

3.26 

3.25 

3.00  . 

1.96 

1.96 

Southern 

Northwest  Selects 

.95 

1.06 

1.00 

.90  . 

1.16  1.25 

1.80 

2.10 

1.60  1.75 

1.90 

2.20 

1.80  . 

SALMON 


Red  Alaskas,  Tall,  No.  1 .  1.95  1.95 

Flat,  No.  % .  1.60  1.60 

Cohoes,  Tall,  No.  1 . 1.60  1.80 

Flat,  No.  1 . .  .  2.25 

No.  %  . . 1.26  1.3P 

Pink,  Tall,  No.  1 . 1.06  l.Of. 

Flat.  No.  % .  .76  . 

Sockeye  Flat,  No.  1....................  .  .  . 

No.  %  . 1.76  1.85 

Chums,  Tall,  No.  1......................  .95  .95 

Medium,  Red,  Tall .  1.60  1.75 


SHRIMP 


Southern 

No.  1.  Small . .  .  1.00  1.10  . 

No.  1,  Medium . .  .  1.05  1.16  . 

No.  1,  Large. . — .  1.10  1.20  . 

SARDINES  (Domestic)  Per  Case 

%  Oil,  Key _  4.16  6.00  .  . 

%  Oil.  Keyless _  4.00  4.26  . 

%  Oil,  Tomato,  Carton......._ .  .  . 

%  Oil,  Carton . .  5.00  .  .  . 

%  Mustard,  Keyless .  3.80  .  .  . 

Calif.  Oval  No.  1,  24's _  _  _  1.70  1.7> 

Calif.  Oval  No.  1.  48’o .  .  3.00  3.3 


TUNA  FISH,  Per  Case 

Fey.,  Yel.,  Is,  24’8....».. 
Fey.,  Yel.,  Is.  48’b _ 

a  ==r. 

Light  Meat,  ls............_ 


10.00  11.4" 

6.26  6.3 

3.86  4.i: 

11.00  . 

6.96  . 

3.90  . 
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WHERE  TO  BUY 


the  Machinery  and  Supplies  you  need,  and  the  Leading  Houses  that  supply  them. 
Consult  the  advertisements  for  details. 

CANNERY  SUPPLIES. 


ADHESIVES, 
awey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 

AOrUSTERS  ior  Detachable  Chains. 

Trank  Hamachek  Mach.  Co.,  Kewaunee.  Wis. 

AGITATORS 

Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 
Baskets,  Wire,  Scalding,  Pickling,  etc.  See 
Cannery  Supplies. 

BASKETS,  Picking. 

Planters  Mfg.  Co.,  Portsmouth,  Va. 

Riverside  Manufacturing  Co.,  Murfreesboro,  N.  C. 

BEAN  SNIPPER,  Green  String. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore.  Md. 

BEET  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  I. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Scott  Viner  Co.,  Columbus,  Ohio. 

BELTS,  Carrier,  Rubber.  Wire,  Etc. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

La  Porte  Mat  and  Mfg.  Co.,  La  Porte,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BLANCHERS,  Vegetable  and  Fruit. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BOILERS  AND  ENGINES,  Steam. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N,  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BOOKS,  on  Canning,  Formula,  Etc. 

A  Complete  Course  in  Canning. 

How  to  Buy  and  Sell  Canned  Foods. 

A  History  of  the  Canning  Industry. 

The  Almanac  of  the  Canning  Industry. 

All  published  by  The  Canning  Trade,  Baltimore. 

BOX  (Corrugated)  SEALING  MACHINES. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BOXES,  Lug,  Field,  Metal. 

Berlin-Cnapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

BOXING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Westminster  Mach.  Wks.,  Westminster,  Md. 

BROKERS. 

Phillips  Sales  Co.,  Cambridge,  Md. 

BURNERS,  Oil,  Gas,  Gasoline,  Etc. 

A  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CAN  MAKERS'  MACHINERY. 

C.^:neron  Can  Mchy.  Co.,  Chicago,  Ill. 

CANNED  FOODS. 

PI  Hips  Packing  Co.,  Cambridge,  Md. 

P'.  llips  Sales  Co.,  Cambridge,  Md. 

ANS,  Tin,  AU  Kinds. 

A’  erican  Can  Co.,  New  York  City. 

C  itinental  Can  Co.,  New  York  City. 

Cl  )wn  Can  Co.,  Philadelphia,  Pa. 

H'  akin  Can  Co.,  Cincinnati,  Ohio. 

N.  ional  Can  Co.,  Inc.,  New  York-Baltimore. 

PI  lips  Can  Co.,  Baltimore,  Md. 

P!  llips  Can  Co.,  Cambridge,  Md. 

AN  SEALING  COMPOUND. 

D(  vey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 

AN  TESTING  MACHINERY. 

E.  .V.  Bliss  Co.,  Brooklyn,  N.  Y. 

Ci  aeron  Can  Machinery  Co.,  Chicago,  Ill. 

AN  WASHING  MACHINES. 

Cl  aholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


Ayars  Machine  Co.,  Salem,  N.  I. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

CAPPING  MACHINES,  Soldering. 

Ayars  Machine  Co.,  Salem,  N.  I. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  BalUmore,  Md. 

Capping  Steels,  Soldering.  See  Cannery  Sup. 

CARRIERS  AND  CONVEYORS.  Spiral. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Catsup  Machinery.  For  the  preparatory  work; 
see  Pulp  Mchy. 

CHAIN  ADJUSTERS. 

F.  Hamachek  Machine  Co.,  Kewaunee,  Wis. 

CLEANING  AND  GRADING  MACHY.,  Fruits. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  lU. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

CLOCKS,  Process  Time. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CLOSING  MACHINES,  Open  Top  Cans. 

Cameron  Can  Mchy.  Co.,  Chicago,  Ill. 

CONVEYORS  AND  CARRIERS,  Canners. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  FaUs,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  lU. 

La  Porte  Mat  &  Mfg.  Co.,  La  Porte,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Scott  Viner  Co.,  Columbus,  Ohio. 

COOKERS,  Continuous,  Agitating. 

Ayars  Machine  Co.,  Salem,  N.  J. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  FaUs,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

COOLERS,  Continuous. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  FaUs,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  lU. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


COPPER  COILS,  for  tanks. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ul. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Copper  Jacketed  Kettles.  See  Kettles,  Copper. 

CORN  COOKER-FILLERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Dl. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CORN  CUTTERS. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ul. 
Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 


CORN  HUSKERS  AND  SILKERS. 

BerUn-Chapman  Co.,  BerUn,  Wis. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  lU. 
Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 


CORN  SHAKERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CORN  TRIMMERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Mach.  Corp.,  Hoopeston,  III. 

Sinclair  Scott  Co.,  Baltimore,  Md. 

United  Co.,  Westminster.  Md. 

CRANES  AND  CARRYING  MACHINES. 
BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Dl. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CRATES,  Iron  Process. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  lU. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CUTTERS,  Vegetable,  Mincemeat,  Etc. 

J.  P.  Anderson  &  Co.,  Philadelphia,  Pa. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  lU. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

DECORATED  TIN  (or  Cans,  Caps.  Etc.). 

American  Can  Co.,  New  York  City. 

Continental  Can  Co.,  New  York  City. 

Crown  Can  Co.,  Philadelphia,  Pa. 

National  Can  Co.,  New  York-Baltimore. 

ENAMELED  BUCKETS,  PAILS,  Etc. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Dl. 

F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

ENSnAGE  DISTRIBUTORS. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

EVAPORATING  MACHINERY. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

EXHAUST  BOXES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Dl. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

FACTORY  TRUCKS. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  FaUs,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  lU. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore.  Md. 

FERTaiZER. 

American  Cyanamid  Co.,  New  York  City. 

FIBRE  CONTAINERS  for  Food  (not  hermetically 
sealed). 

American  Can  Co.,  New  York  City. 

Continental  Can  Co.,  New  York  City, 

FILLING  MACHINES,  Can. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falla,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  DL 

E.  J.  Judge,  Alameda,  Cal. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

FINISHING  MACHINES.  Catsup,  Etc. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Cor^ration,  Hoopeston,  Dl. 

F.  H.  Lwgsenkamp  Co.,  IndianapoUs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

GENERAL  AGENTS  for  Machinery  Mfrs. 
BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  FaUs,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ul. 

F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

GLASS  LINED  TANKS. 

Chisholm-Ryder  Co.,  Niagara  FaUs,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  01. 

F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

HYDRAULIC  CONVEYING  EQUIPMENT. 
BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm  Ryder  Co.,  Niagara  FaUs,  N.  Y. 

Scott  Viner  Co.,  Columbus,  Ohio. 


30 


THE  CANNING  TRADE 


January  23, 1919 


WHERE  TO  BUY  —  Continued 


INSURANCE,  Cannan. 

Caimers'  Exchange,  Lansing  B.  Warner,  Chicago. 
Jacketed  Kettles.  See  Kettles,  Copper. 

lACKETED  PANS,  Steam. 

Chlsholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

KETTLES,  Copper,  Plain  or  lacketed. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Kettles,  Cameled.  See  Glass-Lined  Tanks. 

KETTLES,  Process. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

KNIVES,  Miscellaneous. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  S  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

KRAUT  CUTTERS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

KRAUT  MACHINERY. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

LABELING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Westminster  Mach.  Co.,  Westminster,  Md. 

LABEL  MANUFACTURERS. 

Gamse  Litho.  Co.,  Baltimore,  Md. 

R.  J.  Kittredge  &  Co.,  Chicago.,  Ill. 

IHedmont  Label  Co.,  Bedford,  Va. 

Simpson  &  Doeller  Co.,  Baltimore,  Md. 

LABORATORIES,  for  Analyses  oi  Goods,  Etc. 
National  Canners  Assn.,  Washington,  D.  C. 

MILK  CONDENSING  AND  CANNING  MCHY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

MIXERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

OYSTER  CANNERS'  MACHINERY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PAILS,  Rubber. 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 
PASTE,  CANNERS'. 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 
F.  H.  Langsenkamp  6  Co.,  Indianapohs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PEA  HULLERS  AND  VINERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

Srott  Viner  Co.,  Columbus,  Ohio. 

Sinclair-^ott  Co.,  Baltimore,  Md. 

PEA  AND  BEAN  SEED. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 

Washburn  Wilson  Seed  Co.,  Moscow,  Idaho. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

PEA  CANNERS'  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  I. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Scott  Viner  Co.,  Columbiu,  Ohio. 

SlncIalr-Scott  Co.,  Baltimore,  Md. 


PEA  VINER  FEEDERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Scott  Viner  Co.,  Columbus,  Ohio. 

PEELING  KNIVES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapohs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PEELING  TABLES,  Continuous. 

Ayars  Machine  Co.,  Salem,  N.  I. 

Berhn-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PINEAPPLE  MACHINERY. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  IlL 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore.  Md. 

PRESERVERS'  MACHINERY. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PULP  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  I. 

Berhn-Chapman  Co.,  Berhn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  HooMston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapohs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PUMPS,  Air,  Water,  Brine,  Syrup. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapohs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SEALING  MACHINES,  Box. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapohs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SCALDERS,  Tomato,  Etc. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berhn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SEEDS,  Canners',  All  Varieties. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 

Washburn  Wilson  Seed  Co.,  Moscow,  Idaho. 

F,  H.  Woodruff  &  Sons,  Milford,  Conn. 

SEED  TREATMENT. 

Bayer  Semesan  Co.,  Wilmington,  Del. 

SEWAGE  DISPOSAL. 

Berhn  Chapman  Co.,  Berhn,  Wis. 

Chisholm  Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Mach.  Corp.,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SHEET  METAL  WORKING  MACHINERY. 

E.  W.  Bliss  Co.,  Brooklyn,  N.  Y. 

Cameron  Can  Mchy.  Co.,  Chicago,  Ill. 

SIEVES  AND  SCREENS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 

SILKING  MACHINES. 

Berhn-Chapman  Co.,  Berhn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 

SPEED  REGULATING  DEVICES  (for  Machines. 
Belt  Drives,  Etc.). 

Berlin-Chapman  Co.,  Berhn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

E.  J.  Judge,  Alameda,  Cal. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

STENCILS,  Marking  Pots  and  Brushes,  Brass 
Checks,  Rubber  and  Steel  Type,  Buznina 
Brands,  Etc. 

Chisholm-Ryder  Co.,  Niagara  FaUs,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


STIRRERS  FOR  KETTLES. 

Berhn-Chapman  Co.,  Berhn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio, 
r.  H.  Langsenkamp  Co.,  Indianapohs,  Ind. 

STRING  BEAN  MACHINERY. 

Berhn-Chapman  Co.,  Berhn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Fo(^  Machinery  Corporation,  Hoopeston,  Ill. 

«■  S'  “““J'Jsenkamp  Co.,  Indianapohs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SYRUPING  MACHINES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berhn-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

E.  J.  Judge,  Alameda,  Cahf. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TANKS,  Metal. 

Berhn-Chapman  Co.,  Berhn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Fo^  Machinery  Corporation,  Hoopeston,  III. 

S'  b*nvsenkamp  Co.,  Indianapohs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TANKS,  Glass  Lined,  Steel. 

^isholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapohs,  Ind. 

TANKS,  Wooden. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Fo^  Machinery  Co^ration,  Hoopeston,  Ill. 

F.  H.  Ungsenkamp  Co.,  Indianapohs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  CANNING  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berhn-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapohs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  JUICE  MACHINERY. 

Berhn-Chapman  Co.,  Berhn,  Wis. 

Chisholm-Ryder  Ck).,  Niagara  Falls,  N.  Y, 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

Langsenkamp  Co.,  Indianapohs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  PEELING  MACHINE. 

Berhn-Chapman  Co.,  Berhn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  SEED. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
D.  Landreth  Seed  Co.,  Bristol,  Pa. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

TOMATO  WASHERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berhn-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapohs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

VACUUM  PANS 

Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapohs,  Ind. 

VEGETABLE  CUTTERS. 

J.  P.  Anderson  &  Co.,  Philadelphia,  Pa. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

VINERS  AND  HULLERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 
Scott  Viner  Co.,  Columbus,  Ohio. 

Sinclair-Scott  Co.,  Baltimore,  Md. 


WASHERS,  Can  and  Jar. 
Berhn-Chapman  Co.,  Berhn,  Wis. 
Chisholm-Ryder  Co.,  Niagara  FaUs,  N.  Y. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


WASHERS,  Fruit,  Vegetable. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Berhn-Chapman  Co.,  Berhn,  Wis. 
Chishclm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  lU. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Scott-Viner  Co.,  Columbus,  Ohio. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

The  United  Co.,  Westminster.  Md. 
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i  AYARS  TOMATO  JUICE  FILLER 


Used  by  leading  Manu¬ 
facturers  for  filling 
Tomato  Juice,  also 

For  filling  Tomato  Pulp  and  Puree, 
Clear  Soups  etc 

For  Syruping  Fruits,  String  Beans, 
Beets,  etc. 

FHas  no  air  vent  stems  to  damage 
fruit. 

Designed  for  high  speed. 

Belt  drive  or  direct  connected. 

Fills  absolutely  accurate. 

No  Can  No  Fill. 

Rapid  Valve 

Built  in  three  sizes.  Eight  Valve, 
Twelve  Valve  and  Sixteen  Valve. 

Prices  on  request. 


AVARS  MACHINE  COMPANY,  Salem,  New  Jersey 


--^EIRTON.W.VA 


PLANTS 

OF  THE 


PHELPS  CAN  CO 


MANUFACTURERS  OF 

TIN  CANS 

CAPACITY  600  MILLION  CANS  PER  YEAR 

V  MAIN  OFFICE  ^ 


BALTIMORE  MD. 


C  LARKS  B  U  RG,  W  VA. 


NEW  PH 


•  In  the  shadow  of  the  Rockies  nature  has  pro¬ 
vided  wonderful  conditions  for  seed  hreedin"  at 
its  best. 


Deep  soil,  dry  climate,  irrigation  water  in  abun¬ 
dance,  long  sunshiny  days  and  cool  nights  make 
an  ideal  combination  for  the  production  of  high 
quality  Seed  Peas. 


ROGERS  IMPROVED  GRADES  meets  the 
requirements  for  a  frozen  pack.  The  dark  green, 
pointed  pods  are  well  fdled  with  large,  sneet, 
tender  peas,  and  are  ready  to  harvest  65  days 
after  planting. 


A  prominent  experimental  station  ranks  th  s  as 
one  of  the  four  best  varieties  available  for  freeing. 


ROGERS  BROS.  SEED  CO. 

Established  1876 

308  W.  WASHINGTON  ST.  -  -  -  -  CHICAGO,  ILL. 

Breeders  and  Grotvers 

•  BEANS  •  SWEET  CORN 


